Advertising Age : 


Entered as second-class matter Jan. 6, 1932, at the post office Chicago, Iil., under the act of March 3, 1879. Copyright, 1952, by Advertising Publications, Inc. 


November 3, 1952 

Volume 23 - Number 44 

15 Cents a Copy « $3 a Year 
CHICAGO 11 * Published Weekly at 
200 E. Illinois St. « DE. 7-1336 

NEW YORK 17 

801 Second Ave. * MU 6-8180 


Adman’s Job Is 
Fundamentally a 


Creative One 


Other Services Subsidiary 
4 A's Conference Told; 
Ad’s Main Job Is to Sell 


New York, Oct. 29—Advertising 
agency men are, too, creative. 

A selected group emphasized 
how creative the adman is before 
a series of meetings in the annual 
eastern conference of the Ameri- 
can Assn. of Advertising Agencies 
which wound up here yesterday. | 


For other news of the eastern | 
Four A’s meeting see Pages 8, 76 
and 89. 


At one time or another, media, 
research, merchandising and copy 
men testified to their creative 
tendencies, and the picture of the 
advertising agency man _ which 
emerged was a composite of 
Michelangelo and Papa Dionne. 
The subject of the conference 
was “creative progress is our re- 
sponsibility,” and at least three 
widely divergent speakers took the 
position that the responsibility was 
either being taken too lightly or 
abdicated—E. R. Taylor, the out- 
spoken v.p. of Motorola, (whose 
speech is reported on Page 8), 
W. H. Whyte of Fortune, who de- 
clined to recant what he had writ- | 
ten about the advertising language, 
and Louis N. Brockway, executive | 
v.p. of Young & Rubicam. 


8 Mr. Brockway’s subject was the 
responsibility of management for 
creative progress, and he wondered | 
aloud “whether we may be veering 

(Continued on Page 4) i 


P. R. SERIES—Revolutionary War Gen. 
Walter Stewart is being featured by 
North America Companies, Philadelphia 


insurance company, in a new public rela- 
tions campaign. (Story on Page 8.) 


FTC Attack on 
Chesterfield Ads 
Is Unprecedented 


Commission Action 
on Injunction Comes 
Before Its Complaint 


New York, Oct. 30—Its patience 
with cigaret advertising stretched 
beyond the breaking point, the 
Federal Trade Commission today 
asked the federal district court 
here to issue an injunction to pre- 
vent Liggett & Myers Tobacco Co. 
from claiming that Chesterfield 
cigarets can be smoked without 
injury to throat tissues. 

The commission said it plans to 
issue a false advertising complaint 

(Continued on Page 93) 


Another Merger! 
Eshleman and 
Doremus Combine 


New York, Oct. 30—Benjamin 
Eshleman Co., Philadelphia, has 
merged with the Philadelphia of- 
fice of Doremus & Co., effective 
Jan. 2. 

The merged business will be 
known as Doremus-Eshleman Co., 
a division of Doremus & Co., and 
will be located in the Eshleman of- 
fices, 1522 Locust St., E. Howard 
York III, Philadelphia office man- 
ager for Doremus, will serve as 
manager and v.p. 

Mr. Eshleman, James J. D. Spil- 
lan, L. H. Greenhouse and B. 
Franklin Eshleman II will be v.p.s 
of the agency. No account changes 
are contemplated. 

Referring to the merger, Dore- 
mus President William H. Long Jr. 
said, “Both Mr. Eshleman and I! 
feel that this combination will 
benefit the clients of both agencies, 
by increasing our facilities in all | 
phases of advertising and public} 
relations. It also provides a broader 
base for added business.” 


Ge aR or ot 


Toni Co. Takes on 
More ABC-AM Time; 
Other Networks Busy 


New York, Oct. 31—There was 
plenty of traffic on incoming and 
outgoing sponsor lanes at the ra- 
dio and television networks this 
week. 

Toni Co., which has assumed 
sponsorship of 15 minutes, Mon- 
day through Friday, of the Ten- 
nessee Ernie broadcast over ABC- 
AM, is fast becoming that net- 


work’s best customer. This gives | 


the home permanent maker a to- 
tal of three and one quarter hours 
weekly over ABC-AM. This day- 
time buy was through Weiss & 
Geller, but Foote, Cone & Beld- 
ing and Tatham-Laird place some 
of the Toni shows. 

At DuMont, Toni will sponsor 
“Down You Go” on alternate 
weeks, with Carter Products, to 
advertise Prom permanents and 
White Rain shampoo. Weiss & Gel- 
ler is the agency. 

At ABC-TV, Derby Foods signed 
to air “Sky King,” a film series, 
on alternate weeks starting Nov. 
8 at 11:30 am., EST. Needham, 
Louis & Brorby is the agency. 
Effective Jan. 3 at 10:30 am., 

(Continued on Page 92) 


Jones Wins Verdict and $300,000; 
Ex-Employes Found Conspirators 


In This Issue 
Stories and features on the 
Jones case in this issue include: 


Pictures of Principals ee 
Background of Case 


Jones Wins Verdict .............. 1 
dudge Cohalan’s Charge .......... 1 
Admen’s Comments .............- 1 
Rear ‘ 2 
Summations by Attorneys ......... 2 
The Usual 15%? +s ; 

3 


‘AA’ Plays a Part ........+- 
Other Suits Involving Jones 


Judge Cohalan’s 
Charge to the Jury 


New York, Oct. 29—Some of the 


| Jury Finds Burke Guilty, But Dismisses Gill and 
Manhattan Soap; Scheideler Says He Will Appeal 


By James V. O’Gara 

New York, Oct. 29—It took about four hours yesterday for a jury 
to decide that Duane Jones was the victim of a conspiracy aimed at 
ruining his agency business and to compensate him to the tune of 
$300,000. The verdict for Mr. Jones was by a 10-to-1 vote. 

The jury found 10 of the 12 defendants were involved in the con- 
spiracy, clearing only Don Gill, former v.p. at the Duane Jones Co. 
who is now with Geyer Advertising, and Manhattan Soap Co. 

Involved in the conspiracy, according to the jury, were Frank G. 
Burke Jr. of Manhattan Soap, whom Mr. Jones had named as “the 
master mind,” Joseph Scheideler, Joseph Beck, Paul Werner, Robert 
Hayes, Philip Brooks, Lawrence Hubbard, Eugene Hulshizer, Robert 
Hughes and Scheideler, Beck & Werner Inc. Mr. Hayes, one-time presi- 


highlights of the 50-minute charge 
made to the jury in the Duane 
Jones suit by New York County 
supreme court Justice Denis 
O’Leary Cohalan: 

“The amended complaint, after 
reciting the nature of the plain- 
tiff’s business and the relation- 
ship of each of the defendants to 
the plaintiff, charges a conspiracy 
among the defendants against 
plaintiff corporation. Substantial- 
ly, the charge is that: 

“During a period commencing 
on or about November, 1949, and 
continuing until on or about Sep-| 
tember, 1951, the defendant Burke 
together with the defendant Man- 
hattan Soap Co. initiated such con- | 
spiracy and said Burke master- 
minded its execution. 


Agency Heads 
Are Reluctant 
to Give Opinion 


Agency men were loath to com- 
ment last week on the decision in 
the Duane Jones case. 

The few who did—of many 
queried by AA—mostly took the 
position that the jury finding in 
favor of Duane Jones will stabilize 
the business. 

Typical of this comment was 
that of Will Grant, president of 
Grant Advertising, Chicago, who 
said: “This case is an important 
milestone on the road to higher 
standards of conduct for the ad- 


s “That Burke and Manhattan 
Soap entered upon a course of con- 
duct and conspired with the de-| 
fendant Scheideler to destroy 
plaintiff’s business. That pursuant | vertising industry as a whole. 

to the aforesaid scheme Scheideler| ‘This is a young industry, given 
approached the remaining eight| to many practices that are char- 
|and induced them to become en-| acteristic of infant industries. Bad 
| gaged in said conspiracy. | practices, followed by a few, make 
| “That Manhattan Soap Co. and ours look like a huckster business 


dent of the Jones agency, is now 
employed by Doherty, Clifford, 
Steers & Shenfield. 


8 Neil Cullom, attorney for all the 
defendants, immediately made a 
motion that the verdict be set 
aside as contrary to the evidence, 
but Justice Denis O’Leary Coha- 
lan, of New York County supreme 
court, reserved decision. 

Justice Cohalan will not render a 
judgment on the verdict until after 
Nov. 14, the final date he set for 
both sides to submit briefs which 
will set forth reasons why the ver- 
dict and money award should 
stand, or why they should be set 
aside, or the money award modi- 
fied. 

AA was told by several persons 
familiar with the case and with 
court procedure that it was unlike- 
ly that Justice Cohalan would set 
aside the jury verdict, but that 
it was possible he might modify the 
money award. While thanking the 
jury for serving long beyond its 
given term in this case, which be- 
gan Oct. 8, the judge remarked 
about “the substantial” amount of 
money it had awarded Mr. Jones. 


Burke initiated the conspiracy end | and give a bad impression on the, 


| Burke masterminded its execution.| whole industry. But the effect of 
That the object and purpose of the | this case will be a better standard 


(Continued on Page 2) i (Continued on Page 89) 


_ Last Minute News Flashes 


_Ayer Wins Cannon Hosiery Account 

| New York, Oct. 31—Cannon Mills, New York, has named N. W. 
| Ayer & Son to handle advertising of its hosiery, formerly handled by 
| Young & Rubicam. Ayer will also handle a new related product cam- 
paign on towels, sheets, bedspreads and blankets. The appointment is 
| effective Jan. 2, 1953. 


| 
|Ekco Names D-F-S to Replace Earle Ludgin 
Cuicaco, Oct. 31—Ekco Products Co. has appointed Dancer-Fitz- 


| gerald-Sample to handle its advertising, replacing Earle Ludgin & 
|Co., which resigned the account this week. Dancer-Fitzgerald has 


| handled advertising for Ekco’s Diamond Silversmiths Ltd. division | 


since July, 1950, and has been the agency for Ekco’s Minute Mop di- 
| vision since last December. Ekco will have commissionable ad billings 
this year of about $850,000, divided among magazines, newspaper sup- 
plements and television. 


Charis Corp. Shifts to Doyle Dane Bernbach 
ALLENTOWN, Pa., Oct. 31—Charis Corp., foundation garment manu- 
| facturer, has appointed Doyle Dane Bernbach Inc., New York, as agen- 
cy. Wesley Associates previously serviced the account. 


Hunt Foods Names BBDO as Second Agency 


FULLERTON, CaL., Oct. 31—Hunt Foods Inc. has appointed the Los 
Angeles office of Batten, Barton, Durstine & Osborn as its second 
agency, handling tomato paste advertising. Young & Rubicam will con- 
tinue to handle advertising for Hunt’s tomato sauce, catsup and 
peaches as well as other special assignments. 

(Additional News Flashes on Page 93) 


Neither Mr. Jones nor Mr. Burke 
was in the courtroom when the 
| jury gave its verdict. After Justice 
| Cohalan indicated there would be 
;no immediate judgment on his 
| part, Mr. Scheideler turned to AA’s 
reporter and said: “It’s ggod news 
|to me that he gave no automatic 
judgment.” 

Later, Mr. Scheideler was asked 
/by AA what he thought of the 
| verdict. He said: 
| “It’s a bad one. The jury doesn’t 

understand the [advertising] bus- 
iness or how it operates, and it 
may have been swayed by the 
| emotion-appeal made by Pollack in 
his summation.” 

Mr. Scheideler then added that 
he will appeal to a higher court. 

Don Gill, asked today what he 
| thought of the verdict, Said he had 
i“no comment.” 
| Duane Jones told AA this morn- 
ing that he was “extremely happy” 
over the verdict and that the $300,- 
000 awarded him “‘is fair as a start- 
er.” He indicated he will seek an 
accounting of the profits of Scheid- 
eler, Beck & Werner on the ac- 
counts that went from the Jones 
Co. to SB&W. 


s Mr. Jones said he had at least 
50 congratulatory wires on his 
‘desk, “and the phone has been 
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ringing every five minutes this 
morning.” He said he was never 
in doubt over the eventual result 
of the trial and that he went 
through with it, despite “the cost 
and the character assassination,” 
because he wanted to do something 
for the advertising industry. 

Mr. Jones said: “I don’t deny 
getting drunk or making an ass of 
myself in public—who hasn't at 
one time or another? But you don't 


|er Advertising. 


The jury filed out to resume de- 
liberations, and spectators immedi- 
ately started pondering the mean- 

| ing behind the jury question. Some 
believed it indicated that Mr. Jones 
was in front in the voting at this 
point. 

At 5:04 the jury again had a 
question for the judge. This time 
the query was: On what basis can 
we determine compensation? Judge 


expect those things to be dragged Cohalan 
out in public.” Mr. Jones said he read that portion of the charge 
thought AA's coverage of the trial | covering damages. 

was “extensive” and “thorough” When the jury again went out 
but he said that some things re-|to resume deliberations, Mr. 
ported about him would have been | Scheideler, his face grave, walked 
better omitted. | quickly out to the corridor, re- 


instructed the clerk to) 


The Precedent-Setting Jones Case 
An Editorial 


Regardless of the final outcome of the Duane Jones suit against 
former employes and a former client for alleged conspiracy to take 


accounts away from the agency, 


which was rendered Tuesday evening is bound to have an extremely 
important influence on agency practice. 

Everyone who has had any experience with advertising agency 
operation knows that, in broad outline, what happened in the Duane 
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Judge Cohalan’s 
Charge to Jury 


(Continued from Page 1) 
said conspiracy...was to obtain 
injust (sic) financial enrichment 
at the expense of the plaintiff 
which plaintiff had refused to give 


the jury verdict for the plaintiff 


Jones case has happened innumerable times in other cases. Until now, 


such happenings have generally been considered a normal, usual | 


| hazard of the business, and very little fuss has been made about them, 


|marking to another defendant: | 


s He said of the jury verdict: | “We're in the wringer.” 
“Agency owners have long been | : 
reluctant to sell or leave their bus-|® The verdict came at 5:51 p.m., 


iness when they got older, though | by a 10-to-1 count. The dissenting | 


they realized they couldn’t stay| vote was cast by Juror George 
with their agencies all their lives| Barsky, as revealed in a poll of 
because they were not the opera-| the jury. Earlier in the trial, the 
tors they were in their early days. | 12th juror, Sarah Light, was forced 
They knew, however, that they| to withdraw because of illness. It 


were running the risk of younger | was agreed at that time by oppos-| 


men coming in and taking away|ing counsel that a 9-to-2 vote 
their accounts. Yesterday’s deci-| would be regarded as a verdict. If 
sion will make people think twice | all 12 jurors voted, a verdict would 
pefore attempting to take accounts, | have come on a 10-to-2 vote. 
because the price is pretty high.”| In his talk to the jury after the 
Mr. Jones also said that the ad- | verdict, thanking them for serving 
Vertising industry had long “lacked | 80 long, Judge Cohalan strongly 
the stability that this verdict wil] | advised them against talking to 
bring it.” | anyone about their deliberations in 


| 
| 
| 
| 


An officer of Scheideler, Beck &| the jury room. He warned them | 


erner informed AA today that | against “busybodies” and told them 

ll of its 12 accounts have given| they would be courting trouble to 

e agency their “votes of cone | retail their deliberations. He said 
fidence.” that what went on in the jury reom 
e “is sacred to you.” 


at least in public. 


The Jones case and the decision of the trial court, regardless of 
what the ultimate decision in the case may be, will certainly have 
a marked stabilizing effect on advertiser-agency relations. It is equal- 
ly certain to make it more difficult for agency personnel to leave 


their posts and go into business 


for themselves, whenever such a 


course contemplates taking some business away from the agency with 
which the personnel is currently identified. 
Regardless of the ultimate determination of the law, both clients 


and agency men have been put on 


notice, by the New York trial court 


jury, that activities which in the past have almost taken on the status 
of a trade custom, may result in legal action which can be not only 


embarrassing, but costly. 


Many in the business will applaud this state of affairs; others may | 


believe that the net result will be to cause actions which heretofore 

have been direct and forthright to become complex and legalistic. 
But none can deny that the decision will have far-reaching in- 

fluence on the structure and composition of the advertising agency 


business. 


Summations Before the Jury 


FOR THE PLAINTIFF 


FOR THE DEFENSE 


Burke and Manhattan Soap. 


|@ “That in conjunction with the 
furtherance of the conspiracy ini- 
| tiated and engineered by Burke 
| and Manhattan Soap Co., the other 
defendants ‘conceived, adopted 
and effectuated the further scheme 
| of entering upon a course of con- 
| duct designed to deprive the plain- 
tiff of its lawful commissions and 
|diverted said commissions to 
| themselves’. ” 

| Justice Cohalan also told the 
| jury the case is “what the law 
| calls a conspiracy to do a wrong... 
|To constitute a conspiracy there 
;must be a combination of two or 


| 
| 


; . Meanwhile, Neil Cullom, the de- | 


nse attorney, this afternoon is- | 


} 


fued the following statement: | 


, “Because we had expected com- 
ete exoneration, we are more 
M@han surprised by the verdict. The 
"@cts, fuliy. and competently re- 
“orted in the Oct. 20 and 27 issues 
Apvertisinc AcE and of other 
vertising publications, make the 
Bue picture of our case clear to 
yone who is familiar with the 
Sa@nvertising agency business. It is 
r intention to press the issue to 
Mfinal legal conclusion, which nec- 


@ The case, which got into the trial New York, Oct. 27—The Duane 
stage on Thursday, Oct. 9, follow-| Jones case was presented to the 


| ing the selection of a jury the day 
before, was highlighted for about) 
|a week by repeated conflicts be-| 
tween Milton Pollack, trial lawyer | 
for Mr. Jones, and Judge Cohalan. 
Mr. Pollack on two different oc- 
| casions asked for a mistrial (both | 
denied), and on any number of 
| occasions was admonished for! 
| rudeness, interrupting the judge! 
| and making objectionable remarks. 
| Subsequently, Mr. Pollack was) 


| found in contempt, but a prompt) 


arily is some time in the future. 
al ea " ‘| apology was accepted by the bench 


di “Mr. Jones’ press announcement | and the contempt business was for- 

diaiming the jury’s verdict and the i og th eae te een 

Wade's award is erroneous. Judge and thereafter he seldom drew a 
Gohalan has reserved his decision | -obuke from the bench. 

ee of the case until People around Mr. Jones several 

~ c llom’ f t | times commented to AA that they 

J ee rane © 4) thought Mr. Pollack was being “re- 

ones’ press announcement appar-) stricted” by the jurist. On the 


ently was to a story in this morn- |other hand, Mr. Scheideler was | 
|}somewhat unhappy over the) 
| charge made by the judge, think- | 


ing’s New York Herald Tribune. 
The Tribune mentioned a state- 
ment made by Mr. Jones “after the | ; : P 
verdict was rendered by the jury | —_ a | i lag emphasis te 
and the award made” by Justice | F ; 
Cohalan. (As_ explained above, |, Mr. Scheideler, moreover, re- 
Justice Cohalan still has to render gretted that AA's. publicatien prays 
his judgment.) : letter from Edward Lasker, son 
The jury, which left the court-| o¢ the late Albert D. Lasker, te 
room at 12:11 p.m. to begin its de-| Mr. Jones came too late to figure 
liberations, returned with a ver-! i, the trial (AA, Oct. 27). The 


dict at 5:51 p.m. All that time was | story was headlined “Lasker Plan | 


not devoted to deliberation, how- 


ever, since the jury was out nearly Ser Selling on Agency o My@, Be- 


ward Lasker tells Jones.” 


told, the jury spent four hours and 


15 minutes wrestling with the case. have referred to the ‘Lasker Plan 


| as being a method of selling a bus- 
jiness in such a way as to avoid 


pe ger rma enn oe. ES emt. Nothing could be further 
when the courtroo! a ’| from the truth...” 


Justice Cohalan read his charge to 
The Usual 15% 


the jury. He spoke of the burden 
No one was quite able to 


of proof and preponderance of evi-| 
dence, and he defined conspiracy | 
and went into assessment of dam- 


Mr. | 
an hour and a half at lunch. All| rasker said “.. Several times you | 


jury today in a 73-minute sum- 
mation by his trial lawyer, Milton 
Pollack, who mixed drama, satire 
and biting invective in his final 
appeal before the jury took the 
case. 

On July 1, 1951, he said, the 
Jones agency had $10,000,000 in 
billing, 132 people, stable accounts. 
On Sept. 1, 1951, the business was 


“ravaged, wasted...The looters 
had picked it clean and it lay 
dying.” 


“We want to get back what was 
taken from us,” he explained, and 
he called the removal of the ac- 
counts “a bold piece of piracy, the 
like of which has never been seen 
in commercial life.” 

Mr. Pollack said the defendants 
tried to buy a going business, one 
with profits (before taxes) of 
$175,000 a year. First they tried to 
pay for it “with our money”; sec- 
ond, they tried to get it “on option 
at our expense,” and third, “they 
took it.” 


s He remarked sarcastically on the 
rise of Scheideler, Beck & Werner. 
On Aug. 22, 1951, it was “as in- 
visible as an iceberg.” It was 
formed on Aug. 23, with building, 
organization and equipment, 
geared to do $4,500,000 in billing, 
with 79 employes. And on Aug. 24, 
“in walked the clients.” He called 
this a “miracle of big enterprise,” 


remarking that between Aug. 20 
and Aug. 22, the agency came from | 


nowhere into a going concern. 

“Nobody talked to anyone,” Mr. 
Pollack jibed. “This just hap- 
pened. Indeed, we have witnessed 
an age of miracles.” 

In the course of his summation, 
Mr. Pollack lauded Mr. Jones, a 
man who can “stand the gaff,” 


New York, Oct. 27—Following | 
are the highlights of the 72-min-| 
ute summation made this morning | 
by Neil Cullom, attorney for the} 
defense in the $2,000,000 suit} 
brought by Duane Jones against} 
his former employes. 

In his opening, Mr. Cullom al- 
luded to the suit as marking “the | 
tragedy of a life wrecked by self- more persons. Further, there must 
indulgence” and characterized it! be a preconceived plan and unity 
as brought “solely for the purpose | of design and purpose, for the com- 
of revenge” and to “wreck the/ mon design is of the essence of the 
careers of nine young men.” | conspiracy.” 

Mr. Cullom first defended Frank | 


Justice Dennis Cohalan 


G. Burke Jr. of Manhattan Soap 


Co., who had testified that he had | 


no interest other than the desire 
to see that Manhattan’s advertising 


was “done efficiently and cor- 
rectly.” 
Mr. Cullem stressed that the 


charge of conspiracy had been 
hung upon Mr. Burke as the “mas- 
ter mind” who initiated the alleged 
conspiracy “to destroy Mr. Jones’ 


business,” to obtain “unjust finan- | 


| clal enrichment at the expense of” 
| the Jones agency. He emphasized 
| that, with this charge unsubstan- 
| tiated, the conspiracy case col- 


| lapsed. 


@# Mr. Cullom said there was 
|nothing unreasonable about Mr. 
Burke's acting as mediator in the 
negotiations to buy out Mr. Jones. 
“Some time late in August,” Mr. 
Cullom quoted Mr. Burke as say- 
| ing, “my brother and I decided to 


(Continued on Page 52) 


| Jones borrowed money from the 
corporation, but he asked if the 
defendants proved that the money 


| was not repaid? “Is it a crime to} 


| give an executive an advance?” he 
| asked. 
| Then he turned to the question 


ages (if the jury reached that last 
stage). Salient parts of the jurist’s 


figure out hew the jury de- 
cided on $300,000 as the 
amount that should be 


his attorney said, and to whom raised on pension rights. “They 
decency, justice, business morality | have brass to ask for these, after 


and honesty are more than all else.| Walking out with the business,” | 


50-minute charge to the jury will 
be found on Page 1. 

Following completion of the 
charge, the jury retired and a long 
day ef waiting loomed. At 3:54 
p.m. the jury returned to the court- 
room to ask a question of the, 
bench. It wanted to know for 
whom Messrs. Hayes, Hughes, Gill 


awarded to Duane Jones, 
who had sued for $2,000,000. 
However, one observer, wise 
in the ways of the advertis- 
ing business, thought the 
amount was quite easy to 
explain. It happens to be 
exactly 15% of the original 


and Brooks now work. Both Mr. | $2,000,000, he said—the 
Hughes and Mr. Brooks are with standard agency commis- 
SB&W, Mr. Hayes is with Doherty, sion. 


Clifford, and Mr. Gill is with Gey-' 


Mr. Jones, he said, had been 
pilloried and crucified, his name 
and reputation blackened. 


@ He then turned to the reasons 
he alleges the defendants found 
for their action: First, “Duane 
Jones drinks—just rell him.” 


| Second, Mr. Pollack pointed out 
|that they didn't sue Mr. Jones 


for his payments to his sisters. 
Third, Mr. Pollack admitted Mr. 


| he cried. 

| As for the Jones expense ac- 
| count, Mr. Pollack said, “he was 
| trying to build up the business.” 
The defendants wanted his “prom- 


|inent and brilliant position in the | 


business,” Mr. Pollack charged, 
and asked the jury: “Would you 
pay that kind of people the sal- 
aries Duane Jones paid them?” 


He noted that Defense Attorney | 


(Continued on Page 94) 


|@ “The mere fact,” he continued, 
“that some of the defendants acted 
| illegally or maliciously with the 
| same end in view does not consti- 
| tute a conspiracy unless such act 
| were done pursuant to a mutual 
| agreement. The mere knowledge, 
| acquiescence or approval of the 
| act without cooperation or agree- 
|ment to cooperate is not enough 
to constitute one party to a con- 
spiracy. There must be intentional 
participation in the transactien 
with a view to the furtherance of 
the common design and purpose. 
No formal agreement between the 
parties to do the act charged is 
necessary. They don’t have to put 
it in writing. 

“It is sufficient that the minds 
of the parties meet understanding- 
ly so as to bring about an intelli- 
gent and deliberate agreement to 
do the acts and commit the offense 
charged, although said agreement 
is not manifested by any formal 
words or by a written instrument. 


s “If two persons pursue by their 
acts the same object, often by the 
same means, one performing one 
part of the act and the other an- 
other part of the act so as to com- 
plete it with a view to the attain- 
ing of the object which they are 
pursuing, this will be sufficient 
to constitute a conspiracy. 

“It is not essential that each con- 
|spirator have knowledge of the 
details of the conspiracy or of the 
exact part to be performed by the 
other conspirators in execution 
thereof. Nor is it necessary that 
the details be completely worked 
out in advance to bring a given 
act within the scope of the gen- 
eral plan.” 

Justice Cohalan emphasized to 
the jury that “there is no charge 
| that anyone was in (any wise) 
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Advertising Age, November 3, 


1952 


After the Verdict Came Out 


$300,000 GRIN—Joseph Scheideler exits from courtroom after hearing the verdict 
in favor of Duane Jones. Behind him are Joseph Beck and Richard Hughes. Before he 
burst through the door, Mr. Scheideler growled, “For $300,000 | should smile?’ But 


he d 


THE WINNERS?—It looked like victory for this group, the attorneys and Duane 
Jones (second from right). Others are Morton J. Simon, Milton Poliack (the trial 
lawyer) and Thomas F. Boyle. 


SB&W PRINCIPALS—Here are Joseph Beck, Joseph Scheideler and Paul Werner. 
All were defendants in the $2,000,000 suit. 


DEFENSE—Here are Neil Cullom, defense attorney; Joseph Scheidel 
Schewel, junior defense attorney. 


SWEATING IT OUT—During the nearly six-hour wait, this group of defendonts 
huddled in the corridor. From left: Philip Brooks, Charles Gizerian (back to camera, 
not a defendant), Robert Hayes, Eugene Hulshizer and Joseph Scheideler. 


a of any crime or conspiracy | 
| determine whether there was an|of Mr. Jones’ announced retire- | 
| approximate day or date on which | ment of July 6, the verdict must | 


. .This is a civil action.” 


® He further explained conspiracy 
as follows: 

“A conspiracy which has for its 
object the accomplishment of a 
lawful purpose may be brought in- 


to condemnation of the law by do- | 


ing unlawful things to consum- 
mate that purpose... 


| 66 double-spaced pages, the judge | 


calls an overt act or acts to carry. 
out the purposes of the conspiracy 
and that as a result the plaintiff's 
‘corporation was damaged and 
needlessly hurt.” 

In his charge, which ran to some 
| cited a case holding that a work- | 
|}man may leave his work “for any 
| cause whatever.” 


|resume of the highlights in the 
| Duane Jones situation: 


2 “The nine had a right, whether 


‘the institution was well run or 


poorly managed, to offer to buy 


out Jones’ interest. Jones had a 


| both sides had a right to have ex- 


| tended negotiations, and the jury | 


may determine from the testimony 
that the nine were in agreement 
for the purpose of endeavoring to 
buy out the plaintiff. 

“There is no proof here whatso- 
ever that the offer made was an 
illegal one. In no case was a meet- 
ing of the minds on that subject 
alone a conspiracy which would 
justify a verdict for the plaintiff. 
The jury must remember that the 
claim here is that there was a 
meeting of the minds or conspiracy 
of all the defendants to destroy 
plaintiff's business, not to buy out 
the plaintiff’s business. 


s “The jury must realize that the 
mere fact that the court discusses 
the subject of damages dees not 
mean one way or the ether that 
they should or should not be 
granted. That is the jury’s prov- 
ince. Damages, if any, must be 
compensatory, not a reward or a 
punishment. 

“The measure of damages is the 
difference as of this date in the 
value of the plaintiff’s business 
not having these transferred ac- 
counts and the value of this busi- 
ness as of this date if it had these 
transferred accounts. 

“Now, you have heard testimony 
of the amount of business that was 
done for these accounts. You have 
heard testimony about the per- 
centage that the advertising agen- 
cy received in gross dollars for 
handling such business and you 
have heard the testimony about 
the net profit with respect to such 
accounts. 


® “Using this testimony, you are 
to establish the difference in val- 
ues along the lines just discussed. 
You are admonished very strictly 
against speculating. You are to 


keep in mind at all times that the 
plaintiff had no leng or continuing 
contracts with any of these adver- 
tisers; that any one of these ad- 
vertisers could at any time, with 
or without cause, cancel its busi- 
ness and take it elsewhere. 

“This last is a very important 
item and must be kept in mind at 
each stage of your consideration 
with respect to the amount of dam- 
ages. The mere fact that the ad- 
vertising contracts were capable 
of immediate termination does not 
of itself render them valueless. 
But it does have a definite effect 
on its value and that effect must 
be appraised by you. 

“In giving this cancelation priv- 
ilege consideration, you are not, 
however, to draw any conclusion 
that there would have been a can- 
celation at any time without 
wrongful interference such as is 
alleged in the complaint.” 

At the request of defense coun- 
sel, the bench also charged the 


4 


, and Stanf 


jury that if the accounts left the 
Jones Co. for other than illegal | 
acts by the defendants, the verdict | 
must be for the defendants. 

| He also charged that if the ac-| 
“In the last analysis, you must) counts left the Jones Co. because | 


the 12 defendants, or any two of 
them, unlawfully agreed to enter 
into a common purpose as al- 
leged in this complaint to materi- 
ally hurt the plaintiff’s business. 
“You must further find that the 
| persons that you hold to be con- 
spirators committed what the law 


be for the defendants. He re- 
minded the jury that the accounts 
did not belong to the Jones Co. | 

The judge said further that after | 
the defendants had severed their 
relations with the Jones Co. they 
had a right to go elsewhere and 
then solicit Jones accounts. 


like right to refuse to sell, and turns to his agency and is elected 


Background of the Jones Case: 


New Yorx, Oct. 29—Here is a 


July 6, 1951: Duane Jones an- 
nounces his retirement as chair- 
man of the board of Duane Jones 
Co. 

Aug. 16, 1951: Duane Jones re- 


chairman of the board and presi- 
dent “by request of the agency’s 
clients.” Five heads roll: Robert 
Hayes, formerly president; Law- 
rence Hubbard, v.p. and research 
director; Robert Hughes, copy 
chief, and Joseph Beck and Phillip 
Brooks, assistant account execu- 
tives. Mr. Jones accuses them, and 
others, of issuing an ultimatum 
te him te sell the agency to them 
or they will resign. 

The other parties to the ulti- 
matum, he said, were Paul Wer- 
ner and Joseph Scheideler, both 
v.p.s and directors, and Don Gill, 
v.p. The following day Mr. Gill 
resigned. 


® Aug. 24, 1951: Joseph Scheideler 
announces his resignation. 

Aug. 31, 1951: Duane Jones re-| 
signs all his agency’s accounts and | 


threatens to sue the top execu-| 
tives that he fired for $1,000,000 | 
for “pirating” his accounts. The) 
Scheideler, Beck & Werner agency | 
is formed. 

Jan. 25, 1952: Mr. Jones files | 
$4,500,000 action against Scheidel- 
er, Beck & Werner, Manhattan 
Soap Co. (a former client), Frank 
G. Burke Jr. of Manhattan, and 
former employes Scheideler, Beck, 


j}and trade reputation” 


Suit First Filed Jan. 25, 1952 


Werner, Hayes, Gill, Brooks, Hub- 
bard, Hughes and Eugene Hul- 
shizer. 


@ The charges: (1) “conspiracy te 
destroy Mr. Jones’ business,” with 
Mr. Burke as the “mastermind”; 
(2) the defendants “uttered and 
published false and vicious rumers 
calculated to damage the prestige 
of Duane 
Jones Co.; (3) the defendants 
Scheideler, Werner and Beck, “in 
breach of fiduciary relationship 
with the plaintiff, unlawfully 
caused [eight] accounts to be di- 
verted and transferred unto” 
SB&W; (4) the defendants “un- 
lawfully enticed away from the 
plaintiff a large number of his 
employes. . .” 

On the first count, Mr. Jones 
sought $1,500,000; on the second 
he wanted another $1,500,000; for 
the third, $1,000,000, and for the 
last, $500,000. 

Oct. 9, 1952: The case goes to 
trial, after Mr. Jones’ lawyers re- 
quested withdrawal of charge No. 
2 above. Charge No. 3 is set for 
hearing in equity court. As a re- 
sult, Mr. Jones is here seeking 


| $2,000,000. 


Oct. 28, 1952: Jury finds in fav 
of Mr. Jones, and sets compe 
sation at $300,000. The jury nam 
10 of the 12 defendants, cleari 
| only Don Gill and Manhattan So 
Co. Justice Cohalan renders 
immediate judgment on _ verdi 
or money award. The expectati 
is the latter will come after Dec. 
Mr. Scheideler says he will a 
peal. 


on the back but promises 


selves on the back. 


Notable Example of Good Reporting 
in the Biggest News Story of the Year 


(Wherein the Advertising Age editorial staff pats itself 


not to make it a habit.) 


We at ApverTisinG AcE have always believed that if we 
did a good editorial job, our readers would recognize that 
fact without our shouting our own praises into their ears. 
So, despite the temptation, we have avoided patting our- 


We're breaking that rule in this instance because we 


are convinced that, ever since the “Duane Jones case” 
reared its head in the fall of last year, we have done a 
superlative job of reporting the facts, clearly, fully and im- 
partially. 

When the case originally broke, with all its airing of 
sadly soiled linen, AA was criticized (occasionally in pub- 
lic, and more frequently in private) for “printing all that 
stuff.” Our contemporeries also felt, apparently, that it was 
somehow “best” for their readers not to know what was 
going on, or to know as little as possible about what was 
going on. The theory, apparently, was that if the advertis- 
ing business ignored the whole controversy, it would some- 
how cease to exist, and we could all go back to our quiet 
ivory towers without being sullied by contemplation of the 
realities. 

Under the circumstances, we naturally find it wryly 
amusing that other publications, which were once pride- 
fully shielding their readers, have now “discovered” the 
Duane Jones case and are boasting of their (somewhat be- 
lated) coverage. 

AA has never felt that real things can cease to exist 
just because some of us refuse to look at them, and so 
we have reported every facet of the case in complete de- 
tail, accurately, as fairly as it is humanly possible to be, 
and quickly. Jim O’Gara, of our New York editorial staff, 
originally assigned to the story, has followed it carefully 
—and sometimes to the exclusion of all other duties—for 
the better part of a year. He undoubtedly knows more 
about it than anyone other than the active participants. 
For the past several weeks he has practically lived in the 
courtroom where the case was being tried. He has at- 
tended every session, listened to every bit of testimony, 
and reported it fully and fairly day by day, as it happened. 

We have been convinced from the first that, unpleasant 
or not, the “Duane Jones case” was an important—a vitally 
important—case, and we have given it the full treatment. 
Not intermittently, or by fits and starts, but day by day, as 
news has developed. 


ee fer ee PS a er i en 4 See “aa ie Oe cE = RR rT, RE aia Bags sag | Ae See 6 i Re eae 
ake eign ae See Pi 1 aie a Se aie ee coe Vie a eo eee Mee oo ns aE ae oe See ret, Saat Net: See Se 4 
fae ae i | ee io Pea oa i ee oe Bee oh Pe tei he ye ee cae > - ES. eee ee 
oe : : » < & 
tey Z rs a 
‘7 a ae 
=f Saye. 
i . 
j ? - - £ 
vi < ; : A 
: q ; ee 2 f ; oa Tag ee es Foes 
ae j Eine oie . ae aes i Bo 
pew eS pee ee a a ae ee § = i 
: Day ee ee s * ! 4 
ae ieee? t pee 3 ees 
ee oo tg \giie Z. ae 35 here ie) Ro. <.! 
se ai 4 Sami ee 3: a ee : Ee 
<j ie Ey : ey sey aes. 2 oY a ee “ps 2) 
" =; : >; *) nn 
‘i . “OTe X ae P roe 03 é } "a > # “ss i 
. 1 ie ew = Be E bE a ss, 
2 ioe ee Ae a on ago rae 
oy ¢ 5 Pet: ar Set as rs. a Meee : + ea 
ee Se Pas ae 2 ae ¥ ee a 
a ae eee So pT epee es ee 4 oe a a. 
s ks: . é. Pg. i ad “ 
“S ot 
i = ;: ipa 
St 
ney iid jis if 
: a “Em Sey 
~ e — ee Ee x 
: iia «i 2 oh a ~ 3a ~. .. si 
2 tk » er aaa © s “~ 7 * a “ae : 
= as a. - A 3 ; 
om ; Mee. ‘ a ‘ # tee eee 
ae ° ts s- » { ei & 
: 4 : 
iF 7 5: : ’ a | he 
| : ae ~, ca 
% q ; \ — | Ss os 3 a : a 
y f pies a apa Bea : : “z 5 F 
iy ¥ re 4 * = 
Sts aoe 
| : | Po 1 ; : : | 
ae Ee ee: 
: =. |e 
1 ae 
“4 . ~ a % 
= i uw - | ip * 2 oe 
et "7 7 | eg 
hn . - / , | % a 3 
he t 4 econ 
3 | > 3 mn Pl ¥ = 
j ' «Ba ae 
ie n él £ = 1. a be oe 
t f Bs ~ 
= \ - , on $74 : 
: - é | —- 
oe , _ . \ ’ 7 Ree f 
i ; ; 3 , ges 
\ ie ‘ oy ears 
‘ f a \ ' F : * j =e 4 
See \S eo , if Se oot 
| a : Se 
5 ; as : é om 3 ae 
Z 4 — q 7 q eg Sl $ 
: ae cs ‘ apes 
; i * a ee J aa ; :f . opis “a Si do 
| es pe ys “a A re ies te SA 
eee eee. te 2 : | Sees 
2 ee a : | es. 
i aes » “Ce | | ee 
3 F | SE = 
; 1 | a. rane . 
i oe 
ae m+. tS 
zr , | Fattent 
Ss 24 4 . ee: 
F | = 
A i} a j : o 
ES &. * ‘~ : rf. 
ae ' . ang 
- “Ge: oa | g 
; _ : Ke 
ae aq ; ; * bigs a 
: | 4 " $ Rn Ae 
; - “ . 
) oy : ay 
4 
| ie ; : 
= ' * cw 
x ‘ er + 2 : 
: . 1 aes is : ; 
i sos eh ae a P % Piaia s Lae 
°% iG S | : 
‘ i , emer ay, 3 Le | & es 2 
: Re . a . Se oe yt 
_ , ] . , : # eee 
, Y > * # 4 & x 
‘ bh & — $ Mg ond 
A - ar Ds = . \ ery 
a * my ; 
{ ! Js ™ i pa 7e, ae 
: i te — ? } Doe ig zs — 
’ < \ ‘i >a Se ‘ 
t ] » : _ r 
aa vt 
; gi Ss 
a oo iy 
“se ~. 3 ‘ Wie aH 
meee ee, 4 % i ; LSC val 
Sg ss Oe ae a CE PE ee ge oe Z SS Me \ cee ie hae . ~ : : we oe i : ad 2 > ae 
- 9 Begs Cot ‘ ager, 4 i. i gs fis * > ae ae 5 =) a Wats See aet aa i Se - = is ~ rr’ 2 ’ + baie. . eae % 
se a. Lees * z e Ri oie She enn Rey ages sar ee ek Says Mp at ee oe iS - iae =. Bee tne Sik 
, ae PGES eee Sek oe: ; hi g Sea erm ae see Et Se a.’ Se: > 6 ETE iy 6, te 


Adman’s Job Is 
Fundamentally a 
Creative One 


{Continued from Page 1) 
away trom emphasis on the crea- 
tive side to too great emphasis on 
the supplementary services. . .’ 

He'd looked over the programs 
of the last three Four A’s conven- 
tions at White Sulphur, and dis- 
covered that the amount of time 
devoted to the creative side of the 
business was no greater, and per- 
haps less, than that devoted to the 
subsidiary aspects. 

He also looked at advertising 
campaigns of advertising agencies, 
some 14 campaigns. These stressed 
research, merchandising, well- 
rounded service, economics—only 
one about the ability of the agency 
to make ads which would sell con- 
sumers. 


@ “A researcher would report that 
as 7.14%," said Mr. Brockway. “Is 
the manufacturer, who is carefully 
scanning our advertisements in or- 
der to select an agency, going to 


think that ours is a creative busi- 
ness? 

“Supplementary services came 
into the agency business as agen- 
cies grew, and the complex prob- 
lems of a multi-million-dollar en- 
terprise require an advertising 
agency to staff for many or all of 
the supplementary services we talk 
about at our conventions and write 
about in our ads. These services 
are usually started by an agency 
for its own education and use... 
The only real excuse for them is to 
enable the agency to have at its 
disposal all the information nec- 
essary to create good advertising. .. 
The question I am raising is 
whether there is not a tendency for 
them to become ends in them- 
selves. 


e “We must bring about a state 
of mind in which everyone in ev- 
ery department understands the 
fundamental reason for our busi- 
ness and feels that, no matter what 


his job is, there is a chance for 
him to be creative,” he advised the 
group. 


And he had some other advice: 
“We should not countenance the 
worship of the slide rule in our 
own offices and we should do what 


we can to discourage it in our cli- | 


ents. 
“We must believe in the para- 


COMPANIONS ~—Pineapple ond ham make 


wonderful companions, says this full-color 
page in Woman's Home Companion for 
Pineapple Growers Assn. of Hawaii. Simi- 
lar ads are running in Better Homes & 
Gardens, Farm Journal, Good Housekeep- 
ing, Ladies’ Home Journal, McCall’s, Modern 
Romances, Parents’ Magazine, Sunset, To- 
day’s Womon and True Story, and in Sun- 
day including 
This Week “Magazine ‘and the New York 
News Sunday roto (AA, Sept. 29). 


mount importance of our creative 
function ourselves. 
“|. .We really have only one es- 


Yop sales & ad managers 


use Burgoyne answers 


may be the problem that faced 
r national sales manager not 
long ago ... will the new product 
Steal sales from his brands? Or 


will it bring plus sales? 


Whatever your sales problem is 
. «. be it new product or a com- 
plete sales program . . . have it 
evaluated 
sales... before you ask Manage- 
ment to back your plan na- 


by over-the-counter 


J 
tionally. 


For years leading grocery and 
drug advertisers have been using 
Burgoyne store panels. In three, 
five or seven test cities . . . they 
determine success probability of 
new products, prices, promo- 


tions, advertisements. 


Among the Burgoyne markets 
you will find recognized test cit- 
ies where your representation is 
effective ... where you or your 
advertising agency can check the 


research methods on the spot. 


Write for Burgoyne’s October 
Data File ... for 1953 planners 
...0n 15 representative test city 


panels, 


BURGOYNE 


a 
“ee 


After Management reviewed this Burgoyne 
Chart showing sales in two test cities for 20 
weeks .. . 32% 
. . + they authorized the Sales Manager to 


introduce the new product nationally. 


FIRST NATIONAL BANK BUILDING 


bigger share of the market 


Groc ery éx Drug Jd heads ex 


@ CINCINNATI 2 
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Advertising Age, November 3, 


| Highlights of the Week’s News 


1952 


The precedent-setting Duane Jones case rolled to a stop with the jury 
awarding Mr. Jones $300,000. AA wraps it up with coverage of the 
final days’ testimony, the summations, the judge’s charge to the 


jury, the verdict and a background sketch 


Pages 1, 2, 3 


In an unprecedented move against cigaret ads, the Federal Trade Com- 
mission is seeking an injunction to restrain Chesterfield from claim- 
ing it doesn’t injure throats. This is the first time FTC has sought 


an injunction before issuing a “false advertising” complaint . . 


.Page 1 


The eastern conference of the Four A’s was told that admen are pri- 
marily creative and that all other agency activities are subsidiary. 
They also learned about the activities of non-agency advertising 
people and were told about their shortcomings by Edward R. Taylor, 


v.p. of Motorola 


Pages 1, 8, 76 


Uhlemann Optical Co. has a new technique for selling eye-glasses. It 


is going all out in selling the 


frames, with fashion experts, TV 


actresses to give lectures, and 2,500 combinations for fitting the 


frames to the face 


Business paper representatives are account executives, not salesmen, 
Robert Barbour, ad manager of Bakelite Co., says, and asserts it is 


time for a change in space selling 


A drug producer, Plough Inc., reports that of the 131,879,000 calendars 
given away by tradesmen each year, one-fifth are from druggists. 
It also reports what people want on advertising calendars . .Page 62 


REGULAR FEATURES 
Advertising Market Place ....74 Information for Advertisers ..74 
Along Media Path ........... 58 Mail Order Clinic ........... 86 
Coming Conventions ......... 88 SN ee 73, 92 
Creative Man’s Corner ...... 81 Photographic Review ........ 72 
Department Store Sales ..... 38 Production Tips ............ 84 
RE jcc cl eun dw aedaeweed 12 | rrr er 12 
Employe Relations .......... 86 Salesense in Advertising ..... 84 
Eye and Ear Department ..... 86 This Week in Washington ... .75 
Getting Personal ........... 26 Voice of the Advertiser ...... 64 


sential skill to offer. That is our 
ability to present a product or a 
service to the public in such a way 
as to make them want it... 


s “Let’s forget about the well- 
rounded service. . .strive to provide 
a triangular service pointing al- 
ways to greater emphasis on our 
creative work. Management's re- 
sponsibility is to provide an envi- 
ronment...where creative work 
and creative progress are regarded 
as the apex of our function.” 

And there was one more memor- 
able quote in the meeting. Bayard 
Pope, v.p. of Batten, Barton, Dur- 
stine & Osborn, broke off his de- 
scription of the role of an account 
executive at one point to say can- 
didly...“‘These are old ideas. If I 
had a new idea I wouldn't tell it to 
you guys.” 


Criterion Raises Rates 


Criterion Advertising Co., New 
York, handling three-sheet post- 


ers, has announced a new base 
rate, effective Jan. 1. The old rate 
of $5 per panel per month on a 
yearly contract will go up to $5.50. 


Announce Prize Winners 
in September Cosmo-Quiz 

First, second and third prize 
winners in Cosmopolitan’s Sep- 
tember Cosmo-Quiz contest are 
Mrs. Mary O. Hemingway, wife 
of S. C. Hemingway, sales man- 
ager of International Silver Co.; 
George J. Abrams, advertising 
manager of Block Drug Co., and 
Dr. George L. Wolcott, medical 
director of Bristol-Myers Co. 

The winners received, in the 
same order, a Revere camera 
and silent projector, a two-piece 
set of Platt Guardsman cowhide 
luggage and a Zenith three-speed 
table model radio phonograph. 
They are now eligible to compete 
for the three grand prizes being 
offered at the conclusion of the 
three-month contest. Three hun- 
dred runner-up prizes and 50 blue 
ribbon awards were given in addi- 
tion to the three top prizes. 


Competition ZER O/ 


) ees 


out conflicting, annoying competition — 
when you use Taxiposter advertising. — 
Your colorful, eye-catching 

and it alone — rides on the back of 


the cabs in 121 


leading markets. 


‘Pedestrians, motorists, bus riders : 


WILLIAM E. WHALEY 


136 So. Fourth Ave. 


read and remember Taxiposters. 
WRITE TODAY for rates 


COMPANY 


Louisville 2, Kentucky 
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PROFIT PORTION | 
of the Nation’s No. | Market! 


It’s obviously easier—and much more profitable—to move 
merchandise over the counter when you aim your adver- 
tising at ‘“‘best customers”. Théy are the key to bigger 
profits... families with high incomes, exceptional sav- 
ings, securities and property holdings... the people 
who buy oftener, buy more at all price levels! In 
New York these ‘‘best customers” make up the Herald 


41st of a series 
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Tribune market. If selling at a profit in the nation’s 
first city is your problem, get details on the Herald 
Tribune Quality Market... now! 

NEW YORK 


Herald Tribune 


230 West 41st St., New York 36, N. Y. 


Represented nationally by Scolaro, Meeker and Scott in Chicago, Detroit eae 
and Philadelphia; and Doyle and Hawley in Los Angeles and San Francisco 7 
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Keeling Heads Emeco Sales 

Edward A. Keeling, formerly 
v.p. and general sales manager ef 
Art Metal Construction Co., 
Jamestown, N. Y., has been ap- 
pointed general sales manager of 
Emeco Corp., Hanover, Pa., man- 
ufacturer of aluminum chairs for 
the office equipment and institu- 
tional market. 


GF Names Van Sise 

George E. Van Sise has been ap- 
pointed to the new position of 
manager of distribution in the 
General Foods sales division, New 
York. Formerly manager of distri- 
bution centers, Mr. Van Sise will 
be responsible for the national dis- 
tribution of all products handled 
by the company’s sales division. 


Biggest Circulation in Appliance Field 


Covers Everything New in Appliances 


Pocket Size Monthly Digest... 


Gets Tremendous Reader Reception 
* 


Everybody actively engaged in selling appliances 
applauds the coming of this new pocket size trade 
publication 

Distributors, dealers, salesmen everywhere say 
it's the greatest new development in trade papers 
in years. They like it. They read it. They're en 
thusiastic about it. Biggest national circulation 
in the appliance field today! 

Only a limited number of page advertisements 


New York 17, S21 Fifth Ave. MU 7.7158 


accepted for each issue. Write 
and rates 


APPLIANCE DIGEST 


for sample copy 


450 W. Fort St., Detroit 26, Mich. 
134 $. LaSalle St., FR 2.2093 


Advertising Age, November 3, 1952 


McCoy Promises Plenty of Market Research 
Activity from New Office of Distribution 


WASHINGTON, Oct. 28—The 
Washington chapter of the Amer- 
ican Marketing Assn. was told to- 
day that the Commerce Depart- 
ment’s new office of distribution 
will devote a large percentage of 
| its attention to market research. 

H. B. McCoy, who is acting chief 

|of the new office, said one of the 
| first objectives of the organiza- 
tion would be to “assemble and 
put into proper form the vast 
amount of economic information 
already available in government.” 

A second type of program, he 
said, would _be devoted to distribu- 
tion cost analysis. 

He suggested that the program 
of the office of distribution could 
be compared with the work which 
the Department of Agriculture has 
done for farmers. 


s “Our program will be primarily 
a service for small business,” he 
said. 


But he pointed out that at the 
present time there are only 1,000 
to 2,000 businesses which conduct 
their own market research pro- 
grams. He estimated the business 
population at 4,000,000. 

He said the parallel between of- 
fice of distribution and the De- 
partment of Agriculture exists in 
the sense that both organizations 
attempt to help solve problems 
through the application of tech- 
nology. 

He recalled that farmers were 
originally suspicious of the county 
farm agent but have subsequently 
discovered that the technical in- 
formation provided by the agent 
results in increased production. 


@ “When I was a boy,” he said, 
“a farmer got 50 bushels of corn 
to an acre. Since the application 
of technology, he expects to get 
at least 125 bushels.” 

He denied that office of distribu- 
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 Eyuom tule... 


People accustomed to the best demand “two on the 


aisle”... They are people who know the difference 


between a point of vantage and a pair of seats... 


Intelligent people, sophisticated people, people in 


A) 


oe 
= 
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the money and in the know. . . The sort of people so many 
advertisers find it difficult to meet in multi-million circula- 
tions ... So, to solve the dilemma, and to give to business 


and industry the most exciting and rewarding close-up of the 


American spectacle, we now offer the advertiser 
“two on the aisle”... Harper’s and the Atlantic 


as a unit at a genial discount of 10% .. . Sep- 


arately, each magazine combines in its circula- 


tion the financial upper brackets with the social 


upper crust... Together, they command a 


readership of distinction and dividends in the 


richest communities of the richest nation on 
earth . . . 350,000 people demanding at the 


market. 


You can buy no larger magazine 
audience with a higher average 
income than the Harper-Atlantic 


ticket windows of tomorrow “two on the 


—~ Harper-Atlantic 


SALES INC. 


BOSTON 


CHICAGO 


SAN 


FRANCISCO 


tion will result in increased gov- 
ernment spending. “The cost of 
the office will be met by reducing 
other expenditures,” he said. 

The office would not attempt to 
tell business men how to operate. 
“Our idea is to help business, 
without telling business men how 
to run their businesses,” he said. 

He said the government is a vast 
gold mine of economic informa- 
tion, but the Commerce Depart- 
ment has never been equipped to 
publish this information while it 
is timely, or in the form that 
makes it useful to business. 


@ On the basis of data already 
available in various government 
departments, he predicted the new 
organization would be able to is- 
sue reports on market measure- 
ments, methods and trends. 

| Turning to distribution costs, he 
'said he hopes the department will 
be able to develop reports which 
will show business men how to cut 
costs. 

Besides serving as a source of 
information for business, he said 
the new office will be a contact 
|for business with government. 
|Creation of the office was rec- 
| ommended by National Distribu- 
| tion Council, an advisory com- 
| mittee of top business executives. 


® “The staff of this organization 
will be in a position to advise the 
Secretary of Commerce on busi- 
ness’ attitude toward public is- 
| sues,” he said, “and will enable 
the Secretary to relay these views 


. McCoy says he does not ac- 

cept the idea that the Secretary 
|of Commerce is a spokesman for 
|business in the cabinet. But he 
' does feel that the Secretary can do 
|his job more effectively if he has 
| good information about business 
| problems. 

He added that the Secretary 
should speak up for business when 
|he finds that the business man’s 
point of view is consistent with 
|the policies that the department 
considers wise. 


Westinghouse Electric Names 
Kniss General Sales Manager 


Victor D. Kniss has been ap- 
pointed general sales manager of 
|consumer products for the West- 
|inghouse Electric 
Corp., Pittsburgh. 
Mr. Kniss for- 
|merly was gen- 
/eral merchandis- 
ing manager for 
ithe Firestone 
|Tire & Rubber 
Co., Akron. 

In his new post 
he will work di- 
rectly with con- 
sumer products 
division manag- 
| ers and depart- 
;}ment managers as well as con- 
| sumer products personnel. He will 
be responsible for reviewing prod- 
uct development and marketing 


Victor D. Kniss 


|plans for over-all distribution 
|policies and will participate in 
sales and service organization 
planning. 


‘Reilly, Brown Adds Two 

Reilly, Brown & Willard, Boston, 
| has been appointed to direct ad- 
vertising for Seneca Tackle Co. 
land Worcester Shoe Co., both of 
| Worcester, Mass. 
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s’"/ Youngsters are cautious and competent critics . . . 
weighing, comparing . . . and, finally selecting their 
preferences. As they scan the 400-odd comics books 
on their newsstands, most of them choose titles of The National Comics 
Group. We like to believe that it’s because they recognize quality . . . 
quality of conception, writing, artwork, printing . . . all those things that 
make for leadership in every field of publishing. 


With its selected audience and selected editorial appeal, The National 
Comics Group is doing a thoughtful and effective job . . . is presenting 


in a new garb those age-old charmers, Humor and Adventure. Our 
advertisers benefit, too! 


ational 
Omics 
roup 


Represented by 
Richard A. Feldon & Co., Inc. 
205 East 42nd Street 
New York 18, N. Y. 


CHICAGO LOS ANGELES 
SAN FRANCISCO) PORTLAND 
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Opens New York Oftice 


General Binding Corp., with 
main offices in Chicago, has 
opened a sales and service office 
at 79 Madison Ave., New York 
Eugene Lawless has been ap- 


pointed manager of the office. 


Hecht-Arms Co. Changes Name 


Hecht-Arms Co., San Francis- 
co marketing and merchandising 
service (“Brands You Know” 
greup coupons), will henceforth 


be known as Western Empire Di- 


rect Advertising Co. The change 
was made to emphasize the geo- 
graphical location of its services, 
covering 11 western states, Hawaii 
and Alaska. 


Blackiston Heads Production 
Victor G. Blackiston, previously 
assistant publicity director of the 
Emporium, San Francisco depart- 
ment store, has been named pro- 
duction manager of Dancer-Fitz- 
gerald-McDougall, San Francisco 


Southern 
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Journal 


806 PEACHTREE STREET, N. 
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The only automotive 
publication which literally 
blankets the prospering 
South and Southwest. 


Over 17 million cars! 
Write for full market doto. 
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Taylor Tells 
Shortcomings 
of Agencies 


New York, Oct. 29—Some of 
the toughest talk heard at the an- 


nual eastern conference of the 
American Assn. of Advertising 
Agencies here 


this week came 
from an adver- 
tiser—Edward R. 


Taylor, v.p. of 
Motorola Inc., 
Chicago. 


He accused 
agencies of sev- 
eral shortcomings 
and listed four 
things needed in 
the agency busi- 
ness: 

1. Creativeness: “There’s cre-' 
ativeness in manufacture—but you 


‘as 


Edword Taylor 


Advertising Age, November 3, 1952 


;}admen have not kept pace.” He 


pointed to the lack of campaigns 
to rival “Reach for a Lucky in- 
stead of a sweet,” “Look at All 
Three” or “Better Buy Buick.” 
2. Understanding of the client’s 
marketing and merchandising 
problems: “The old saw that the 


Eastern Four A’s 


same techniques, strategies and 
philosophies can be applied to 
widely divergent advertising prob- 
lems doesn’t hold water for my 
dough. I have more confidence— 
and I feel I'll get better advertis- 
ing—when I deal with an agency 
that knows my specific marketing 
requirements.” 


@ 3. More service: “I know that’ll 
make you wince...You can show 
me your books where you net only 
1.5% before taxes. I won’t quar- 
rel with your bookkeeping, but I 
will disagree with your expenses 
..-There are ways that you can 
pare down internal operating ex- 


Tuer got out of their 
regular brand of shoes and 
got into Regals — at $9.95 to 
$11.95. What’s more, 103,283 
of them had been buying $15 
to $22 shoes. 


switched shoes 


Advertising helped keep sales- 


men busy with shoehorns. Read- 
ership studies showed that men 
read eagerly and remembered 
the Regal story; top-quality 
leathers and custom styling at 
maker-to-wearer prices. 


Advertising for our client, 
Regal Shoe Company, has been 
fitting showmanship to shoe- 
manship since 1940, 


N.W. AYER & SON, INC. Philadelphia, New York 


Chicago, Detroit, San Francisco, Hollywood, Boston, Honolulu 


penses so that you can offer 
greater service to clients.” 

He cited sales conventions, di- 
rect mail, promotional programs, 
incentive contests and field meet- 
ings as the kinds of matters on 
which he expected help. 

4. More courage in media rec- 
ommendations: “It isn’t possible 
that the publication field has re- 
mained as static over the period 
of years as many of your media 
schedules have...What’s the mat- 
ter, fellows? It isn't your money 
you’re spending. If the client is 
willing to explore new fields—why 
shouldn’t you be willing to go 
along?” 

Mr. Taylor was preceded by E. 
F. Braden, director of merchan- 
dising of Foote, Cone & Belding, 
who stressed that merchandising 
has lagged behind because of 
three things: (1) The belief of 
many clients that agencies could 
help only with advertising; (2) 
the belief of many clients that 
they know their own problems 
best, and (3) an unwillingness 
among some managements to risk 
criticism of their operations. 
| 
's Ben Sackheim, Ben Sackheim 
Inc., stressed the integration be- 
| tween agency and client in the 
rong agency operation, and added 
that merchandising service fees 
|are important and usual in small 
| agency operation. 

He drew the laugh of the ses- 
|sion with a quip that he some- 
| times thinks the function of the 
|small agency is to build an ac- 
|count up to the point where it is 
interesting to a large agency. 


| North America Cos. 
‘Starts PR Campaign 


| (Picture on Page 1) 
| PHILADELPHIA, Oct. 30—North 
| America Companies, comprising 
| the Insurance Co. of North Amer- 

ica, Indemnity Insurance Co. of 
| North America and Philadelphia 
| Fire & Marine Insurance Co., will 
| supplement its regular schedule of 


. | mational advertising with a public 


| relations series. 
| The first of the series will ap- 
| pear in full color in the Nov. 1 
| Saturday Evening Post. A repro- 
duction of an oil painting of Gen. 
Walter Stewart, one of George 
Washington’s aides during the 
| Revolutionary War and chairman 
|of the committee which organized 
| the company, is featured in the ad. 
| Headline for the page is: “That 
| @ man may protect his own.” Copy 
| points out that men fought in the 
| Revolutionary War to preserve in- 
dividual liberties and to protect 
property. When a group of these 
patriots formed the Insurance Co. 
| of North America, they, too, sought 
| to preserve human dignity. Every 
|man, the copy states, has a right 
to protect his own property, and, 
through insurance, free enterprise 
has given him the means to do so. 
The company, through N. W. 
| Ayer & Son, tested the campaign 
|in the Christian Science Monitor 
| and Newsweek before completing 
plans for the entire drive. 


To Gottschaldt-Mickelberry 


Flori-Tex Groves Inc., Fort 
Pierce, Fla., and Brownsville, Tex., 
grower and shipper of citrus fruits, 
has appointed Gottschaldt-Mickel- 
berry, Miami, to direct its adver- 
| tising. 


Blankson Clothes to Chernow 


Blankson Clothes Inc., New 
York manufacturer of men’s suits 
and sport coats, has appointed 
Chernow Co., New York, to han- 
| dle its advertising. 


A Miracle 


would scare you stiff 
even if it was performed by a publication 
FREE-set ad any faded away, relying 
JAY P on it. It's safer, in many ways with a 
* typeskilled by Waik. Free samples prove 


WAL advertising typographer 
41 EAST HUBBARD ST., CHICAGO 114, ILL. 


Mave ad gt RSME. (or) ae. . he : i at BO ae RN Te he ge Ss eee, A meee | as mar i a ae ROS (ree sara 
¥ yh 5 Relpcipe % ui ee % ; i epee ; an : See eee ; cen , ee “si i ; am, ae mae i Nc eee Ns ae ee ol eae * ae eh 
oe : : dee 
» at ce 
hy - 
o£ a ee 
’ * i 
ae 
*s ee Se eee ee 
: | P| : : 
«& 
; ARES TET INE DIL EST TE EET LTT TI TIT TTT SIE TAGE 
: & . . 
i's y 
. fy a » 
2 .. 
es ri ws . ae 2B 
eA i) a Mh AS 
ig ~ ¢ be 
pe) SA a we 
og d ew . / 
ee, id . a M4 \ ZZ [= 
<a : G4 2 ! : 
2 ‘ _—— o_o 
=' P P ——>s . ») tint 
; . 970: | 
= ay | | 
¥ i wy “ZS a } 2 
a | > ‘5 NG hai 
re / ete | 
ae a ’ 
q /}Vi/ | N| | | 
“ch ' : ff, / NS «| 
os : / | ty y7 
7m : ' Ve Tt 3 
y ; ; & 
: | + Vv 
oe ; /\ ' 
Ree \ 
es A\ Vi men 
fe - : j tf 7 
oy 4 : | ‘ 
i . 
oh pes a 
> e \ | 
\ | 
Monta, / \j S's . a 
2 eh) i cal ee 
wes hs aS ae 9 attan,, a4 | 
% . Sere. « “ee Pee; re att % 65 3@e sai 
ome Sw op Oe — Pay Le \e 
ee oy Ree re “ k oe ois : «" ™—. a 7£ 0D 0° 2” % , Coen . a 
J TI ah PARTS" OT Si > ‘/ 
ay + at uf. RSA EE ¥ tere wars O. 2° too “,* 
omar ie Se “st | Fh ee a 2 “< 
Cai "Ashen Wlias Aw e l fa NOS tanane 
é Pea ss  Ou: Breast: / oN he MoO fos | 
; Ba — Row ee 
as ae a Ss .. \ 
re ~. oan bk ue 
“ a ~~ | 
: G bs a | 
Jf es 7 
? — Se 
~ | 
ite : 
Py; : 
eC = =a | 
a | 
po | 
te S , - 
ey, — —— 
ea ii COLE x 35 “a | aa es 


ee el 


ae eee ae 


=r 


4 


NEWS Hangs Up 
Record for Size 


Today’s SuNpDAY NEWS repre- 
sents the largest single day’s 
output of pages in its history. 
In the paper’s 15 different sec- 
tions, a total of 472 pages are 
included. They are: Main Sec- 
tion, 128; Coloroto, 32; Section 
Two, 20; Comics, 16; Brooklyn, 
56; Queens-Long Island, 40; Pas- 
saic-Bergen Counties, 36; Kings 
County, 32; Nassau-Suffolk, 28; 
Hudson County, 24; Westchester, 
20; Manhattan-Bronx, 16; Queens 
County, 8; Newark, 12, and Man- 
hattan, 4. 


This small notice was all we had 
room for in our record-breaking 
Sunday News, Oct. 12. 


Record-Breaking 
Sunday News, 
October 12, 1952 


Every reader 
got these sections: 


Main , 128 Pages 
Coloroto ing 
Section Two 20 
Comics es 16 

196 Pages 


Readers ALSO got these 
sections of neighborhood 
news and local ads: 


Brooklyn 56 Pages 
Queens-Long Island a 
Passaic-Bergen Counties 36 * 
Kings County = 
Nassau-Suffolk 28 
Hudson County 24 
Westchester 20 
Manhattan-Bronx “.° 
Queens County 8 
Newark 12 
Manhattan 4 


GRAND TOTAL 472 Pages 


Over 470 pages 
Sunday, Oct. 12... 


TOPS ALL PREVIOUS HIGHS! 


Most pages — This notice is reprinted from Page 3 of 
the October 12th issue of the SUNDAY & NEWS. It refers, of course, to the 
472 pages in all sections of the big Metropolitan Edition of the Sunday News 


that is read by more than 2,300,000 families in New York City and its 


suburbs within a radius of fifty miles. The News, a record-breaker in news. | 
photos, and advertising, has often printed issues that ran more than 300 pages. 
Sunday, October 12th, with 472 pages, topped all previous highs. 

The popularity of The News with readers and advertisers continues to crowd 
the constantly increasing capacity of News mechanical facilities. For the 
October 12th issue our typesetters, plate makers and pressmen turned out 
close to A BILLION PAGES in the 2,300,000 copies which our fleet of 
trucks delivered to thousands of news stands and dealers throughout the 


metropolitan area. A colossal job, done on time—as usual! 


* e 
Most advertising —; the leader in display advertising 


among all New York newspapers, The News naturally expected the usual 

big volume of ads to be scheduled for our October 12th Sunday paper. In 

fact, our advertising staff counted on something extra, because many stores 

were planning special promotions for Monday, the Columbus Day holiday. 

So what happened? All previous records were swept aside by an avalanche 

of ads. They ran up a total of 407,727 lines (in all sections). The ads 

were all display ads. They ran in the largest newspaper circulation in America. 
They reached the most densely populated and most liberal spending market 


in America— New York City and surburban area. 


vv. NEWS 


More than TWICE the circulation of any other paper in America! 
Exceeds 2,161,000 Daily...4,062,000 Sunday 


(ABC Publisher's Statement, 6 months ended March 31, 1952) 
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Fourteen years of worry, financial stress 
and strong personality conflicts almost 
cost Richard and Eugenia Simons their 


Dee Sissoinens CAN be made when people at ge pon 

S Patience and humor are necessary ingredients. Both Richard and 

: Eugenia have found new pride in their home, new respect for 
each other. 


marriage. The story of how they found 
new hope, through trained guidance was a 
Fall feature in the Journal. pe ._* O 


, Ss satay Sa ae m4 
Fem 
: 


Ge 


The children mean so i panetinn which the Simonses 
almost forgot in their bitter resentment over each other’s 
short-comings. Now they know they can give their children 
security only by being secure within themselves. 
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If no man, or woman, is perfect... 


It stands to reason that few marriages can be 


perfect simply because two people elect to live with 
each other the rest of their lives. 

Fortunately, these things are beginning to be 

truly understood...a healthy new step 


toward offsetting a rising divorce rate. 


More and more people are coming to realize that few 
marriages are “‘made in heaven”’.. . 


And that all marriages have to be worked out, realisti- 
cally and cooperatively, on earth. 


Many forces are at work today helping people to work 
their way out of trouble, rather than into divorce. 


Unquestionably, one of the most enlightened sources of 
help is Ladies’ Home Journal . . . a magazine which rose 
to the top through the simple, practical means of helping 
people to make their dreams come true. 


One example of Journal editing is shown on this page. Just 
how the Simonses of Los Angeles made their youthful 
dream into a mature reality was told in the October issue. 


Because of editing like this—inspirational, practical, pro- 
vocative—the Journal has gained the most overwhelm- 
ing acceptance of any magazine ever edited for women. 


Ladies 


Never underestimate the power of a woman’s dream... 
nor the power of the magazine she believes in so com- 
pletely. 


PROOF OF JOURNAL POWER 


More copies of the Journal are sold at newsstands 
than ANY OTHER magazine in the world.* 


The Journal has the largest total average net circu- 
lation of ANY monthly magazine. 


In July, August, September, 1952, Journal circula- 
tion hit an all-time high for this period—one-quarter 
million more, average per issue, than in 1951. 


The September, 1952, Journal reached the highest 
circulation ever achieved by any magazine edited for 
women... over 4,850,000 estimated. 


* Publishers statements to Audit Bureau of Circulations, period ending June 30, 1062 


Home 
Jou ria | ... the magazine 


of New Horizons 
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—Electrical Merchandising 


“Go to a show, will you? The gang is coming to watch television.” 


Pre-Election Thoughts on the 
Post-Election World 


Come tomorrow, that conglomerate mass known as the American 
electorate will go to the polls to elect a president, a vice-president, 
.sundry senators and 435 members of the House of Representatives, 
well as a hugely assorted number of state, county and local offi- 


is to be hoped that a very large percentage of the eligible voters 
@#@fcises its voting privilege. The campaign, whatever else may be 
sai@ of it, has been hot enough to generate a great deal of interest, 
and there has been a concentrated and intelligent effort to develop 
a laPge vote. If, in the face of these facts, the turnout does not hit 
record proportions, one can only conclude that there is something 
serig@usiy wrong with the American electorate. 

oever wins, it behooves American business, and advertising 
an@@merchandising men in particular, to remember the realities of 
thé @conomic situation. Particularly, it behooves them to remember 
that) for the short term at least, basic conditions will change very 
Flite no matter what tag the incoming administration wears. 

2... will stay high. Expenditures for military purposes will con- 

timué at unprecedented “peace time” levels. Foreign aid wil] continue, 
inome form or another. Government will continue to be the country’s 
larg@st employer, largest spender, and most important economic in- 
fluence. 

G@merally speaking, sales will be harder to make, and will get 
iner@asingly hard to make. Not because buying power won't continue 
high and basic conditions gocd, but because most of us have found 
sellifg so easy during the past decade that any change must seem 
for the worse. Furthermore, we have pretty well run out of backlog 
Sales. The wants which piled up during the war and couldn't be 
satisfied have now been pretty well taken care of, so current sales 
are for current needs, as they develop from day to day. 

What we seem to face, no matter which party wins the election, 
is a year or two, at least, of high level production and earnings, and 
equally high level sales; but for the most part there is no drastic 
urgency about buying, which means that the man with a dollar in 
his pocket can pick and choose and buy or not buy, as the mood strikes 
him. 

Under such circumstances, salesmanship is quite obviously the 
order of the day. Under such conditions, advertising and salesman- 
ship must be prepared to operate more efficiently and more effec- 
tively than they have during the past decade. If they do not, there 
is ever-present danger that the present economic level may be the 
highest we will see for many a year. 


The True Foes of Advertising 

We have been reading a dossier from the Columbus, O., Better 
Business Bureau on bait advertising, particularly in the home ap- 
pliance field, which has been running in that area. 

As we read the sordid tales of people who tried to buy a $12.95 
vacuum cleaner and wound up with a $99 one, or a $49 sewing ma- 
chine which turned out not to work, we couldn't help thinking that 
here are the real enemies of advertising. 

Crackpots in Washington or elsewhere; people who have no faith 
in the American economic system; unfair critics; axe-grinding dema- 
gogs—-all these can hurt advertising, and sometimes do. 

But the real enemies of advertising are those “business men” who 
misuse advertising, and who destroy faith in the printed and spoken 
word for temporary advantage. 

It is important that attacks on advertising from those outside the 
field be answered, and that the record be kept clear. But it is even 
more important that advertisers themselves—and advertising media— 
use this important business tool properly and legitimately, and that 
its misuse not only be condemned, but effectively prevented. 


| 


What They're Saying 


What Do You See? 

| A good, deep, penetrating look at 
today’s advertising manager will 
jreveal a vastly different person 
|than you would have seen a gen- 
‘eration ago—or even a decade ago. 

You'll see, if your perception is 
| keen, the executive who stands as 
| protector over the most valuable 
}asset your business has—its good 
|name, the reputation of its prin- 
ciples and products, the character 
|of its personnel and management. 
| You'll see the executive who works 
| hand in glove with the sales man- 
| ager to keep the sales graph on a 
healthy incline—pointing upward 
to the future. 

The man or woman who holds 
the position of advertising mana- 
ger is worth another good look, a 
more searching and a sounder ap- 


a salary worthy of his importance. 

So let’s take another look at the 
|advertising manager: Of all the 
department heads and top execu- 
tives in your business, the good ad- 
vertising manager is probably the 
hardest to find—and define. He 
must combine the qualifications 
of many other executives and have 
some all his own. In behalf of 
|management he faces two ways at 
once, for his is a threshold job. He 
must face inward to the complexi- 
ties ad varying personalities that 
make up your own organization— 
he must face outward to grapple 
with society as a whole and cut a 
|clean swath of sales and good will 
| through the maze that comprises 
it. He’s a sales engineer and dram- 
jatist—a miser at spending your 
| money and a spendthrift at dis- 
{pensing good will—he’s a_ horse 
| trader, emissary and watch dog 
all at once. 

The exacting nature of the ad- 
|vertising calling became most ap- 
parent, most clearly defined in the 
|depression years. At that time the 
lsinecures of advertising ceased— 
the mere jugglers of words and 
flatterers of management became 
passe luxuries that no business, 
| however prosperous, could or 
should afford. From then on ad- 
vertising and its experts had to 
pay their way—and prove their 
worth! 

Advertising matured to meet the 
new challenge and advertising 
management has become, if not 
an exact science, at least a meas- 
urable function of business. 

Yet for all this maturity, the ad- 


praisal, a position of real esteem, | 


vertising manager must always 
preserve the eagerness of a small 
boy at circus time—the impatience 
of the explorer with a new valley 
just over the next hill—the earthi- 
ness and native shrewdness of a 
crossroads philosopher—the suave- 
ness and urbanity of a veteran of 
the diplomatic corps. 

The advertising manager who 
measures up to these specifications 
may be in that office just down 
the hall from you right now or a 
continent away. He may be coming 
up from the ranks or pounding at 
your door for recognition. 

He may even be a she. 

If you’ve got one—keep him. If 
you haven’t, get one, treat him 
well, give him heed. 

Because now more than ever 
and here in the West particularly 
—in the competition for local, 
regional, national and world mar- 


kets—your advertising needs a 
good manager. 
—From an advertisement published 


by C. B. Juneau Inc., advertising 
agency, Beverly Hills, Cal. 


‘Fast Talkers’ Fading 

The pressure to sell, which will 
always be with any sales organ- 
ization, should never be used as 
an alibi for improper selling, 
whether the product or service 
sold is tangible or intangible. And 
in this connection let’s make it 
perfectly clear that the man who 
can sell refrigerators to Eskimos 
is a liability rather than an asset 
to the modern career sales force, 
because he is guilty of bad pros- 
pecting and moreover the chances 
are that he can’t go back again 


for repeat business. 
—Grady Clark, v.p. and general sales 
manager, Investors Diversified Serv- 
ices, Minneapolis, speaking before The 
Cincinnati Sales Executives Club Oct. 


Smoker's Story... 

The evening was Kool, and I, a 
dashing Cavalier, put on my Ches- 
terfield, jumped on my Came] and 
called on my friend, Sir Walter 
Raleigh. We then picked up Philip 
Morris and made a Lucky Strike 
when we found Old Gold. We then 
met Fatima coming out of Pall 
Mall, escorted by Herbert Tarey- 
ton. As we passed the Embassy we 
met the Viceroy, who had just left 
Parliament. He had visited the 
Regent with his friend Kent, who 
was on a Holiday with Virginia 
Rounds. 


| 


—Mannie Freeman, of “The Tobacco 
Leaf.” . 


[ Rough Proofs 


The Hathaway shirt ads are 
now suggesting that young women 
would enjoy smoking cigars. 

This might be a great merchan- 
dising idea for Phillies, if they've 
given up on the young men. 


Automobile advertisers are all 
for safe driving and saving lives, 
and the fact that the cars continue 
to get faster and faster is merely 
a happenstance. 


“Young presidents told to pre- 
pare for a recession,” reports the 
world’s greatest advertising jour- 


| nal. 


The old presidents who went 
through the °30s don’t need any 
reminders. 


At last an advertiser has been 
found who is willing to say that 
special numbers can be good, as 
American Cyanamid did when it 
praised a special issue of the 
Herald Tribune. 


“Packard surged ahead by 
changing media,” the story says, 
and it is going to be shown by a 
lot of media reps who will be glad 
to assist advertisers in building 
completely new lists. 


Peter Arno’s cartoons, showing 
buxom maidens in an interesting 
stage of undress, are giving Mod- 
ern Medicine’s promotion a new 
slant in presenting the problems of 
professional advertising. 


“The retailer of textiles and ap- 
parel,” says Bert Goldsmith, “is 
not just a distributor—he is a 
merchant.” 

But some advertisers continue 
to regard him as just one notch 
above an automatic vending ma- 
chine. 


Advertising code for TV retail- 
ers set by Philadelphia Better 
Business Bureau, the story says. 

Now if the TV advertisers will 
just adopt a similar code, every- 
body will be happy. 


Bishop Fulton Sheen will be 
sponsored on the DuMont Tele- 
vision Network by Admiral, and 
it’s safe to assume there will be 
no integrated commercials. 


A brewer looking for a new 
agency makes it plain that he will 
insist on “specific answers to vital 
marketing problems.” 

All that for just 15%? 


“Political spenders make admen 
pikers,” the story says, and the 
remarkable thing about the lavish 
campaign expenditures is that the 
contributions are not tax-deduc- 
tible. 


A time buyer reports that 58 
out of the 77 radio stations he 
contacted offered to cut their 
rates. He didn’t say that the 19 
which didn’t cut got the orders. 

Copy Cus. 
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Still setting the pace... 


: Che Philadelphia Mnguirer 


shows a gain of 


9 Z 0.0 () () lines’ 


for the first nine months of 1952, following a record year 


in 1951...while the 2"' paper shows a loss! 


*Source: Media Records 


THE INQUIRER constructively serves 


the World’s Greatest Industrial Area... 


DELAWARE VALLEY 
U.S.A. 


THE GREATER PHILADELPHIA MARKET 
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Things are booming in the INQUIRER... after setting a 
Delaware Valley. Especially record with 36,894,000 lines 
with the one newspaper that is _last year is on its way to another 
the most constructive force in new high... making advertising 
this vital, vibrant area of _ records because it gets adver- 
4,500,000 people. THE _ tising results! 


The Philadelphia Pnguiver 


Constructively Serving 
The World’s Greatest Industrial Area 


DELAWARE VALLEY 
U. S. A. 

Philadelphia is the heart of 

the I4-county ABC Retail 


Trading Area...The Great- 
er Philadelphia Market! 


Now in its 19th 
Consecutive Year of Total 
Advertising Leadership 
in Philadelphia! 


*y 
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Exclusive Advertising Representotives: ROBERT T. DEVLIN, JR., Empire State Bidg., N.Y.C., Longacre 5-5232; EDWARD J. LYNCH, 20 N. Wacker Drive, Chicago, Andover 3-6270; GEORGE $. DIX, Penobscot Bidg., Ps 
Detroit, Woodward 5-7260. West Coost Representatives: FITZPATRICK & CHAMBERLIN, 155 Montgomery St., San Francisco, Garfield 1-7946 * 1127 Wilshire Boulevard, Los Angeles, Michigan 0259 pase, 
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A&P 

(Number of Stores—4500) 
New York 
Chicago 
Buffalo 
Syracuse 
Pittsburgh 
Jacksonville 
Indianapolis 
Cleveland 
Springfield 
Columbus 
Atlanta 
Los Angeles 
Detroit 
Eau Claire 
San Antonio 
St. Louis 
Louisville 

The Kroger Co. 

(Number of Stores—2100) 
Cincinnati 
Columbus 
Cleveland 
Pittsburgh 
Chicago 
Peoria 
Madison 
Charleston 
Roanoke 
Nashville 
St. Louis 
Little Rock 
Fort Wayne 
Terre Haute 
Detroit 
Toledo 
Memphis 


dership 


Here is mass proof of FOOD TOPICS’ readership counted not | 
by dozens or hundreds of instances . . . but by the names of pe 


tens of thousands of top firms who have given proof in black and 


white* that they read FOOD TOPICS, think highly of 
FOOD TOPICS, and will go beyond ordinary steps to prove it! 


Included are the scores of noted food firms who have written us 
glowing testimonials about the job FOOD TOPICS performs. 


Included are the hundreds of top name companies whose 

executives have taken time out of busy days to write our editors 
for extra copies of FOOD TOPICS, for rights to reprint from ae 
FOOD TOPICS, for added data on many subjects from . 
FOOD TOPICS. 


Included are firms typical of thousands who have proven their 
readership and loyalty through their co-operation with 
FOOD TOPICS on our major marketing and merchandising 


of the paper itself. 


Chain HO & Branch Offices 


Safeway Stores, Inc. 

(Number of Stores—2000) 
Oakland 
San Francisco 
Topeka 
Wichita 
Seattle 
Abilene 
Dallas 
Portland 
Lincoln 
Washington, D.C. 
Little Rock 
Jersey City 


National Tea Co. 

(Number of Stores—650) 
Chicago 
Milwaukee 
Minneapolis 
Indianapolis 


First National Stores, Inc. 
(Number of Stores—1000) 
Somerville 
E. Hartford 
Portland 


Providence 


American Stores Co. 

(Number of Stores—1475) 
Philadelphia 
Kearny 


Colonial Stores, Inc. 

(Number of Stores—350) 
Atlanta 
Norfolk 
Columbia 


Food Fair Stores, Inc. 
(Number of Stores—150) 


Philadelphia 
Elizabeth 
Miami 
Baltimore 
Hess Food Stores (4) 
Aniston, Ala. 
Hill Grocery Co. (104) 
Birmingham 
Delchamp’s, Inc. (16) 
Mobile 
Autry Greer & Sons (19) 
Mobile 
Summers Bros. (10) 
Prichard 
Sumter Farm & Stock Co. (41) 
Tuscaloosa 
Babbitt Bros. Trading Co. (11) 
Flagstaff 
Basha’s Food Markets (7) 
esa 
A. J. Bayless Markets, Inc. (16) 
Phoenix 
Farm Fresh Markets (4) 
hoenix 
Goodman’s Markets (4) 
Tucson 


Stueart Grocery Co. (8) 
Malvern, Ark. 


Sear’s Markets (5) 
Bakersfield, Calif. 

Louis Stores, Inc. (28) 
Berkeley 

Lee Bros. Markets (9) 
Castro Valley 


Kilpatric & Sons (14) 
Chico 


Black’s (4) 
Fresno 
Justeson’s Food Stores (28) 
Fresno 
S. H. Alexander & Sons (5) 
Glendale 
McFadden Stores, Inc. (7) 
lendale 
Jim Dandy Markets, Inc. (5) 
Inglewood 
Cole’s Markets, Inc. (5) 
Long Beach 
Dollar Markets (4) 
Long Beach 


Alpha Beta Food Markets, Inc. (25) 
Los Angeles 
Better Food Markets, Inc. (10) 
Los Angeles 
The Boys Market, Inc. (5) 
Los Angeles 
Carty Bros. (7) 
Los Angeles 
Cummings Markets (4) 
Los Angeles 
Fitzsimmons Stores Ltd. (58) 
Los Angeles 
Gateway Food Stores, Inc. (5) 
Los Angeles 
Hiram’s (4) 
Los Angeles 
Kaplan & Weiner (7) 
Los Angeles 
King Cole Markets, Inc. (5) 
Los Angeles 
McDaniel’s Markets (11) 
Los Angeles 


The Market Basket (28) 
Los Angeles 


studies. The only way to take part in these studies was by 
answering questionnaires bound into occasional issues 


Is there another food trade publication that has brought you such 
compelling mass proof of its readership and reader loyalty? 


Or, in showing you that its mass impact at every key level in the 
trade — chain, supermarket, wholesaler, top volume independents 
— is so great that it belongs at the head of your 1953 trade 
advertising list... your BASIC BUY for 1953? 


Mayfair Market (30) 

Los Angeles 
Ralph’s Grocery Co. (33) 

Los Angeles 
Roth’s Markets (9) 

Los Angeles 
Shopping Bag Food Stores (22) 

Los Angeles 
Von's Grocery Co. (19) 

Los Angeles 
Leidig’s (4) 

Monterey 


Hagstrom’s Food Stores, Inc. (45) 


Oakland 
Inks Bros. (16) 

Sacremento 
Lynn & O'Neil, Inc. (7) 

Sacremento 
Linda Marts (4) 

San Diego 
Rancho Markets (4) 

San Diego 
D. D. Williams Stores (17) 

San Diego 
Serv All Stores (4) 

San Diego 
Embee Grocery Stores (8) 

San Francisco 
Littleman Stores (12) 

San Francisco 
Purity Stores Ltd. (100) 

San Francisco 
Quality Foods, Inc. (5) 

San Francisco 
Wissman’s (8) 

San Francisco 


To be continued in the next 
issue of Advertising Age. 
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Wholesalers, Voluntaries 


and Co-operatives 


J.C. Curry & Co. 

Bessemer, Ala. 

Ralph S. Hall 

Birmingham 

Reaves Wholesale Grocery Coa, 
Camp Hill 

Ratcliff Grocery Co. 
Cullman 

Dothan Grocery Co, 

Dothan 

Autry Greer & Sons 

Mobile 

Burke Distributing Co., Inc. 
Mobile 

Ogburn-Davison Co. 

Mobile 

Schloss & Kahn Grocery Co. 
Vontgomery 

Kazal Bros. Co. 

Douglas, Ariz. 

Central Commercial Co, 
Kingman 

Phelps-Dodge Mercantile Co, 
Morenci 

Associated Grocers 

Phoenix 

Sun Mercantile Co. 

Phoenix 

Allen Trading Co. 

Prescott 

Lefaun Mortensen 

Safford 

James A. Dick Co. 

Tuscon 

Whiteriver Trading Co. 

W hiteriver 

Owens Grocer Co. 
Batesville, Ark. 

Arkansas Grocer Co. 
Blytheville 

Ritchie Grocery Co. 
Camden 

Wish Brothers 

Clarksville 

Hiegel Wholesale Grocer Co. 
Conway 

Plunket? Jarrell Grocery Co. 
Conway 

Earle Wholesale Grocery Co., Ine,’ 
Earle 

Ozark Grocer Co. 
Fayetteville 

Robert H. Mays 

Fordyce 

Merchants Specialty Co. 
Forrest City 

Ford Wholesale Grocery Co, 
Fort Smith 

Harrison Grocer Co. 
Harrison 


Interstate Grocer Co. 
Helena 


White Cash Wholesale Specialty Co. 


Helena 

Ritchie Grocer Co. 
Hope 

Williams Bros. 

Hot Springs 

D. Canale & Co. 
Jonesboro 

Childs Distributing Co. 
Jonesboro 

Capitol Distributing Co. 
Little Rock 

Jay Freeman Co., Inc. 
Little Rock 

Plunkett Jarrell Grocery Co. 
Little Rock 

Scott Grocer Co. 

Little Rock 


Arkansas Valley Wholesale Grocery Co. 


Morrilton 

Plunkett-Jarrell Grocer Co. 
Newport 

Watson Coal and Grocery Co. 
Osceola 

J. O. Rand Grocery Co. 
Rogers 


Cochran Wholesale Co. 
Russellville 

8. & E. Wholesale Co. 
Springdale 

Grand Prairie Grocer Co., Inc. 
Stuttgart 

O & S Wholesale Co., Inc. 
Texarkana 

Wynne Wholesale Grocer Co. 
Wynne 

Champ Reese Co. 

Beverly Hills, Calif. 

United Grocers, Ltd. 

Fresno 

Smart & Final Co. 

Glendale 

S&S Wholesale Grocery Co. 
Hayward 

Klauber Wangenheim Co. 
Long Beach 

Haas, Baruch & Co. 

Los Angeles 

Warkel Wholesale Grocery Co. 
Los Angeles 

Smart & Final 

Los Angeles 

South California Wholesale Grocery 
Los Angeles 

M. J. Sperling 

Los Angeles 

State Wholesale Grocery Co., Inc. 
Los Angeles 

Central Valley Grocery Co. 
Vodesto 

Cheney Bros. Food Products 
Oakland 

Bill Taylor Distributing Co. 
Oakland 

Smart & Final Co. 

Oceanside 

Hick’s Grocery Service 
Redding 

Klauber Wangenheim Co. 
San Diego 

Coast Wholesale Grocery Co. 
San Francisco 

Equitable Cash Grocery 

San Francisco 

A. Giurlani & Bro. 

San Francisco 

Pacific Mercantile Co. 

San Francisco 

United Grocers Ltd. 

San Francisco 

Wellman Peck & Co. 

San Francisco 

Rand-Halpin Co. 

San Luis Obispo 

H. H. Ledyard Co. 

Santa Cruz 

San Joaquin Wholesale Grocers 
Stockton 

United Grocers Ltd. 
Stockton 

Smart & Final Co. 
Wilmington 

Hicks Grocery Service 

Yuba City 

Azar Wholesale Grocery Co. 
Alamosa, Colo. 

Canon City Wholesale Grocery Co. 
Canon City 

The Osborn Co. 

Delta 

Knaebel Mercantile Co. 
Denver 

H. A. Wair Grocery Co. 
Denver 


Yoelin Bros. Mercantile Co. 
Denver 

Durango Mercantile Co. 
Durango 

Morey Mercantile Co. 
Grand Junction 

H. A. Marr Grocery Co. 
Pueblo 


To be continued in the next 
issue of Advertising Age. 


Super Markets 


Leonard's 

Fort Worth, Texas 
Pangle’s Master Market, Inc. 
Lima, Ohio 

Lewis & Coker Super Market 
Houston, Texas 

Kroger Co. 

Bardstown, Ky. 

W. W. Wilt, Inc. 
Elkhart, Ind. 

Jay’s Super Market 
Gallup, N. M. 

Stop & Shop 
Charlottesville, Va. 

A & P Super Market 
New York, N.Y. 
Draeger’s Super Market 
San Francisco, Calif. 
Kroger’s 

Abingdon, Va. 

King’s Market 

Daly City, Calif. 

A & P Super Market 
Thomaston, Conn. 
Yeagley’s Food Store 
Jackson, Miss. 

Echols Food Store 
Atlanta, Ga. 

Star Market 
Newtonville, Mass. 
Pipkin’s Piggly Wiggly 


Eastland, Texas 


Tiedtke’s Div. of Kobacker Bros. 


Tolede, Ohio 
Baltimore Market 
Philadelphia, Pa. 
Supreme Market 
Dorchester, Mass. 

Biel Self Service 
Corpus Christi, Texas 
Black’s 

Fresno, Calif. 

Rice Blvd., Food Market 
Houston, Texas 
Miller's Market 

Chico, Calif. 
Friedman’s Super Market 
Butler, Pa. 

McCuller’s Grocery 
Amory, Miss. 

White’s Super Market 
Plainview, Texas 
Lloyd's 

Middletown, N. Y. 
Allen’s Cash Store 
Tooele, Utah 
Richbourg’s Market 
Anderson, S. C. 
Hiram’s Super Market 
Lynwood, Calif. 

A & P Super Market 
Uniontown, Pa. 
Sheridan Super Market 
Washington, D.C. 
Richard's Lido Market 
Vewport Beach, Calif. 
Reid Store 

Staunton, Va. 

Ralph’s Grocery 
Glendale, Calif. 

Ace Market 
Escondido, Calif. 


A & P Super Market 
New Castle, Pa. 

Hiram’s Super Market 
Los Angeles, Calif. 
Bonnie Bee Super Market 
Beloit, Wis. 

Brockton Public Market 
Millis, Mass. 

A & P Super Market 
Ambridge, Pa. 

Marsh Foodliner, Inc. 
Rushville, Ind. 

S & R Super Market 
Alexander City, Ala. 
United Food Market 
Ottumwa, lowa 

Jim Hogg’s Super Market 
Poplar Bluff, Mo. 
Timmons & Bootle Super Market 
Lake City, S.C. 
Halcomb Super Market 
Indianapolis, Ind. 

A & S Super Market 
Lakewood, N. J. 
Sohmer’s Food Market 
Lock Haven, Pa. 

Daniel Food Market 
Anna, Ill. 

Anderson Fairway Market 
Worthington, Minn. 
Tom's Cash Market 
Fitchburg, Mass. 
Jefferson Market 
Kansas City, Mo. 
Deeter’s Super Market 
Holton, Kansas 
Downtown Market 
Morristown, Tenn. 
Vaillancourt’s Super Market) 
Berlin, N. H. 

Great Northern Market 
Minneapolis, Minn. 

J. Ferretti, Inc. 
Manchester, N. H. 
Berk’s Market Spot 

San Bernardino, Calif. 
Kreger Super Market 
University City, Mo. 
Beighley’s Super Market 
Vandergrift, Pa. 

A & P Super Market 
Shreveport, La. 

Farmers Market 
Pasadena, Calif. 

Mac Hy Market 

Peoria, lil 

Otto’s Food Store 
Wichita Falls, Texas 
Manton Super Market 
Providence, R. 1. 

Liberty Cash Grocery 
Memphis, Tenn. 
Pennywize Market 
Natrona Heights, Pe. 

H & M Sale Market 
Beverly Hills, Calif. 


Guy’s Market 
Houston, Texas 


To be continued in the next 
issue of Advertising Age. 


Your Basic Buy for’. pb a 


*Each piece of evidenee is available for your inspection 
at our New York office. 
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28—Until Uhle- 
fits vou with a 


CHIcaco, Oct 
mann Optical Co 


: pair of eye-glasses, you just ain't 
A. been fitted 
is Uhlemann is convinced of it. It 


has a brand new sales technique, 
started advertising it last week 
and has had more than two score 
“requests for appointments,” of all 


2 * " i 
me = (ne “9 STRECHTYPE® 8x10" FREE! 
Bo Or you can get $5 credit on more ex 
pensive photos. I am celebrating the 
granting of Patent No. 2607268, cover 
ing the STRECHTYPE?* process. 
STRECHTYPE’ saves you time and 


near 


PCRS im endIA Onty 


ped” ether in andth © 


money by reproportioning complete 27 

ads, proofs of type, art or photos in one =£ 

eee or more colors. Original copy 2%x9" £3 
vie can be STRECHTYPED* to 2x9" or 33 
ae 1% x9" or 2'2x9", or any size you need. = 
Free circular, 24 hour service. + trade mark io 

You can get sharp, accurate proportional 3 

copy photographs, including neg. for $3. <2 

A FRED H BARTZ, President =3 
oe HARRY BAIRD CORP, Advertising Typographers ® 
on 3 18 West Kinzie Street Chicago 10, illinois = 


Uhlemann Expects Big Things of the New 
Frame-Fitting Method It Got from Tura 


things. This is said to be unprece- 
dented in the optical field. Maybe 
the eye-glasses business is due for 
a revolution. 

Appointments are for what! 
might be called “the works” as far | 
as buying spectacles goes. What! 
Uhlemann has is a new “prescrip- 
tion for frames” sales tool. This 
it got from Tura Inc., New York, | 
a maker of high-price glasses 
frames. Tura worked out the new 
method of selling frames, and 
Uhlemann, largest optical inde- 
pendent dealing exclusively with 
and through doctors, is about the 
first of a selected list of distribu- 
tors picked to use the method. 


® Selling frames for glasses hasn’t 
exactly been a bed of roses ever 
since the business went style-crazy 
about ten years ago. When stylish 
glasses for the ladies came in, each 
frame maker tried to outdo his 
competitors. Frames ranged from 


plain to out of this world. Style 
became a monster to optical com- 
panies, because inventories got out 
of hand. There were so many 
styles that only the wiliest seller 


could control his inventory within 
reason. 

Now, after several years’ work, 
Tura has come up with a brand 
new sales tool which Uhlemann, 
for one, is going all out to use, It 
will still sell all kinds of frames 
in its eight-state area, and won’t 
make a pitch for the male traffic 
with the Tura technique, at least 
soon, but it will stress “prescrip- 
tion for frames” in its ads. 


pencil. 


The counselor and others 


goon) UHLEMANN 


the best in wight! 


NEW ADS FOR NEW METHODS—Uhlemann Optical Co. ran the two-column teaser at 
left before its six-column Chicago Daily News ad (right) on a new frame service. 


All this is done with elegant 


© Here’s what the woman buyer jnyolyed have been schooled ex- taste, of course. There’s never a 


gets with it: 


She comes into 


tensively in facial structure. The mention of crow’s feet, of course; 
Uhlemann’s woman buyer gets an analysis of just of telltale or laughter lines, A 


store here and goes into a new her features and recommendations lot of thought has gone into this. 


salon. This is headed 


up by a for construction of a frame that 


fashion counselor. There is also flatters the face as much as possi- ® Uhlemann’s executives are pret- 
Celeste Carlisle, a TV actress, who ble. Tura’s method of frame-fitting ty sure the technique will pay off 


lectures. The fashion 


counselor provides for making the parts of because a group of opthamologists 


takes an 8%x11” chart of the face the frame in different ways, and it showed the frame prescription 
and draws in the salient points of 2,500 combinations are possible for| method to went strongly for it, 


the woman's face with a grease any frame, so it’s said. 


ih. 
Wace 


THE MOST 


SAN DIEGO 
CALIFORNIA 


IMPORTANT CORNER 
IN THE U.S.A. 


Building Material = 


Store Sales 


: . AN DIEGO, Colifornia (San 


San 


REPRESENTED 
WEST-HOLLIDAY CO., INC. 


Riego Union 
EVENING TRIBUNE 


Hennepin, Minn. se 1,665,000 
pallas, Texas (Dallas) — | 499,000 


vies) 999,024,000 


Total city and county figures copy- 
righted 1952 — 1953 edition Standard 
Rate and Data "Consumer Markets.” 


NATIONALLY BY THE 


and had most of their wives and 
lady aids get a treatment. (Uhle- 
mann sells frames only when a 
doctor handles the glass presc-ip- 
tion. It also trains country doctors’ 
Girl Fridays in frame fitting. Al- 
ready there has been a strong re- 
action from the outland doctors to 
send their assistants in to learn 
the new system.) 

This will change the Uhlemann 
advertising plan. A. K. Rieger, 
who handles advertising, and Al- 
bert Frank-Guenther Law, the 
agency, have discontinued using 
state medical journals. They 
opened a campaign in Chicago 
in the Daily News and then ran a 
six-column announcement in the 
paper last Tuesday. Ads will con- 
tinue weekly in the News (as also 
will 120-line ads aimed at men in 
the financial section of the Chi- 
cago Tribune). 


TV Film Commercials 
Studied by Ross Reports 

“Ross Reports on Television,” 
New York, last week published its 
annual study on TV film commer- 
cials. The study indicates that com- 
mercials are now less expensive to 
produce, “despite a gradual rise in 
personnel costs,” because of in- 
creased efficiency on the part of 
all concerned. 

The survey analyzes a group of 
4,917 local and network filmed 
commercials, listing sponsor, prod- 
uct, length, type and producer of 
each. Also listed are 110 producers 
of commercials, with supplemen- 
tary description of the facilities of 
41 of the producers. The 66-page 
book, which costs $5 per copy, also 
gives highlights of union regula- 
tions covering the filming of com- 
mercials. 


‘N. Y. Times’ Prints in Holland 

The New York Times will print 
|its international air edition in 
| Amsterdam, The Netherlands, be- 
ginning with the Nov. 1 issue. 
| Printing operations have been cen- 
tered in Paris, except for the copies 
going to Central and South Ameri- 
ca, which are printed in New York. 
Amsterdam was chosen as the new 
European distribution center be- 
cause of its printing facilities close 
to the city’s international airport. 
The air edition, distributed to 75 
countries, was first published 
abroad in December, 1948. 


6 Accounts to Tannhaeuser 

William G. Tannhaeuser Co., 
Milwaukee, has been appointed to 
handle advertising for Moriarty 
Mfg. Co., Kenosha, Wis., manufac- 
turer of curtain rods; Eagle Chemi- 
cal Co., maker of detergents and 
soaps; Jetron Co., producer of car 
and furniture wax; Anouk Sports- 
wear Co.; Frank Gradischnig Co., 
maker of industrial safety devices, 
and S. S. Rice Co., drug producer, 
all of Milwaukee. 


Boston Has 945,000 TV Sets 
Television set sales in the Bos- 
ton coverage area increased during 
September by 14,043. This brings 
the entire set distribution to more 
than 945,000, according to figures 
ee by WBZ-TV and WNAC- 
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Business Paper Ads 
Best to Hit Specific 
Targets, Beard Says 


New York, Oct. 31—Manage- 
ment men should take a hard, 
new look at the advertising con- 
tents of business papers, William 
K. Beard Jr., president of Associ- 
ated Business Publications, told 
the Society for Advancement of 
Management today. 

“I advance two reasons for this,” 
he told the conference. “The first 
grows out of today’s critical need 
for better ways of doing things. 
Advertising pages in the business 
press are full of the latest and best 
in new products, new applications, 
new ideas. 

“The second reason is the in- 
tensified role that advertising must 
play in marketing our increased 
capacity to make things. Adver- 
tising needs to be put to better use 
in the gigantic selling job ahead. 

“Business paper advertising,” 
Mr. Beard said, “offers the great- 


est opportunity available for} 


sharp-shooting at specific sales 
targets. All good selling is special- 
ized, and nothing specializes like 
the business press.” 


® To get the most out of business 
papers, Mr. Beard recommended 
to his audience that every indi- 
vidual should “keep on being a 
good reader, he should be con- 
structively critical of editorial ob- 
jectives and content, and he should 
use pertinent information from the 
business press in his own busi- 
ness.” 

Commenting on the significance 
of reader penetration, Mr. Beard 
pointed out that the business press 
offers an efficient, low-cost medi- 
um for reaching out and cultivat- 
ing the fertile and alert minds in 
business. “This business paper 
audience,” he said, “estimated at 
25,000,000, consists of most of to- 
day’s management people. It also 
embraces a large part of tomor- 
row’s bosses. 

“Readership penetration sug- 
gests another rich characteristic of 
the business press—its boundless 
specialization,” Mr. Beard said 
“You will have to search long and 
hard to find a place in our eco- 
nomic pattern which doesn’t have 
one or more covering publications. 
Vocational specialization is the 
reason there is a business press, 
its cause and effect, and the abso- 
lute guts of its performance.” 


ELY STEINBERG, 
just what is 

your sideline? 

Just about as famous in 
these parts as the Steinberg 
store is the Steinberg slo- 
gan: “Where radio and tele- 
vision is a business not a 
sideline.” Seems to us, 
though, that the largest ex- 
clusive radio and television 
retailer in this region does 
have a sideline—building a 
still greater business 
through consistent advertis- 
ing. Your ads, Mr. Stein- 
berg (as if you needed 
reminding!), have been a 
regular feature on the 
Times-Star radio page since 
it first began, over twenty 
years ago. Speaking of slo- 
gans, you seem to agree with 
ours: “In Cincinnati it’s the 
Times-Star.” 


Advertising Age, November 3, 1952 


Coast Bank Admen Elect 

Allan Herrick, advertising man- 
ager of Security-First National 
Bank, Los Angeles, has been elec- 
ted president of the Southern 
California Bank Advertisers Assn. 
Other officers elected were Harry 
E. Petersen, junior v.p. of Citizens 
National Trust & Savings Bank, 
Los Angeles, v.p., and W. G. Gold- 
smith, adve director of 
California Bank, Los Angeles, sec- 
retary-treasurer. 


Hildreth to Buchanan & Co. 


James C. Hildreth, formerly 
sales and advertising manager of 


bg ony Brewing Co., has joined 

the San Francisco staff of Bu- 
chanan & Co. as an account ex- 
ecutive. He will take charge of the 
food accounts. Prior to his affilia- 
tion with Weiland’s he was mana- 
ger for 10 years of Bristol Adver- 
tising Service, a division of Safe- 
way Stores. 


Cristal Co. Opens Branch 
Henry I. Cristal Co., radio _ 

resentative, has opened a 

Francisco office in the Russ Bide 

Richard E. Green, formerly nation- 

al sales manager of KOMO, Seat- 

- is the manager of the new of- 
ice. 
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NOW...to give you a a better measure of dediitning Valoe: 
WE'RE ASKING ghia — en AGE 


wr racav 0 


Nviation Age 


new YORK 17, .¥. 


205 E. 42nd ST. 


‘ Positive certification of readership! 


Those that reply “No” to either question #2 or #3 are dropped 


from AVIATION AGE’s circulation. 


This is much more than a verification that the magazine is being 
received. It is tangible evidence of readership . . . the sort of 
information you can’t get from any circulation statement. 


100% certification of readership! 


We ask these three questions of ng 

our circulation list.* The names we das not replying are 
turned over to the Research Department of Western Union, 
which contacts these individuals by phone to get answers to 


these same three questions. 


*As of 


ber Ist, 70% of Aviation Ace’s circulation 


list has been completely certified. Certification of the entire 
list will be completed by January, 1953, and will be audited 


by the J. K. Lasser Com 
readership as of 


. Here’s AVIATION AGE’s 


ember Ist. 
ok Hm ae Eee oe 92.2% 
as ee go ae ae 1.0% 
Ae ee eee ee 3.5% 
pe eye a eee 3.3% 
TOTAL . . . 100% 


le individual on 


F nereeatte 


Aviation AcE is the only magazine in its field prepared 
pO siete black and white evidence that it is being 


For further information about AviaTIOon AGE’s certified 
readership, write AvIATION AGE or any of our branch 
offices. 


Aviation’s Technical Magazine 
alviation Agegmm 


205 East 42nd Street, 
New York 17, N. Y. 


Chicago—737 No. Michigan Avenve 
Cleveland —1900 Euclid Avenve 

Los Angeles— 5478 Wiishire Boulevard 
Washington, D. C._—996 National Press Building 
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John Stuart Sales to Bovril to handle all advertising and sales Special Drive Big 


John Stuart Sales Ltd., Toronto, o>. Cory Snow Inc., Bos- 


has been appointed exclusive dis- on, is the previous agency, Ad Budget Mark 75th 


tributor for Bovril (Canada) Ltd., 


20%, of all motor trucks in Ontario and the Maritime prov- Spencer Elected Chairman Y a 
licensed in the U.S. A tye Fee, . - Lyle M. Spencer, president of ear for GE Division 
4 : : dio and other media will be used Science Research Associates, Chi- Is ; 

are owned by firms in which to increase the distribution of Bov- cago, has been elected chairman. ,; LOUISVILLE, Oct 28—An adver- 

readers of The Rotarian ril’s corned beef, cordial, cubes of the Young Presidents’ Organi-| #S!n8 budget exceeding SIS 008, 

manectenaaieidl and concentrate. zation. 000 and a special sales campaign 
centering on its 75th anniversary 

J pa | ; : - 
executives. Names Central Advertising © Shawano Names Wemple will ‘spark a five-point merchan- 


Gale Hall Engineering Co., Bos-| Shawano Paper Mills, Shawano, “Sing program in 1953 for the ma- 
ton manufacturer of Mile-O-Meter Wis., has appointed Jack C. Wem- J°F appliance division of General 
auto gauges, has appointed Cen- ple Advertising, Green Bay, Wis., Electric Co., according to Clarence 
tral Advertising Service, Boston, to dirett its advertising. H. Linder, the division’s general 


What's this 
pin worth 
to you ? 


4 
The pin that stands for one of your salesmen Achieve the most effective possible marketing job, 
might be worth only 10¢ to you: with these tabulations to help you: 
. if you lack accurate data on district sales potential; Improve your decisions on sales potential 
if you're overlooking important outlets; calls, and territorial assignments. 


if you're wasting calls on low-volume stores; 
if you're in the dark about chain-dominated districts; 
if your regional divisions are out-of-date. 


Detect the overlooking of important outlets 
or the over-emphasis on unimportant ones. 


Solve vital problems of county-size sub-divisions, 
per capita sales patterns, and the direction 
of marketing efforts. 


But the same pin might be worth its 
weight in diamonds to you: 


. if you knew all the answers to such questions, 


and to the marketing question of the year: h cals f 
Hew few stores can your salesmen bit the materi ? or pin-point marketing management. 
You can, too! Write for complete information to 


to cover 75% of total dollar sales? |] your nearest Nielsen representative. 


A great many manufacturers are now using 


You'll find the answers in the sales tool of the year... | 


Nielsen's Special County Census Data. | SPECIAL NIELSEN 
If you sell through drug or grocery outlets, thi 
valuable new data (of published by he | GROCERY G DRUG 
Census Bureau) will give you, for the first time, a | COUNTY CENSUS DATA 


detailed county-by-county analysis of the number | a 
and dollar sales volume of your retail outlets, | rt vbody Sewage ted 


World's Largest Marketing Research Organization 


for chains and by five independent size groups: fF oe 
Over $300,000 annually . . . $100-300,000 . . . 2101 Howard Street, Chicago 45, Ill. 
$50-100,000 . . . $10-50,000 ... under $10,000. | 500 Fifth Avenue, New York 36, N. Y. 
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manager. 

Other aspects of the five-point 
program include a reorganization 
of marketing operations, which be- 
gan earlier this year, intensive 
sales education activities and a 
planning calendar of promotions 
for the division and its distributors 
and retailers. 

New models will be introduced 
in the food freezer, wring washer, 
full-size kitchen range, room air 
conditioner, dishwasher and re- 
frigerator-freezer lines. 

The plan was revealed to dis- 
tributors gathered here for a pre- 
view showing of the 1953 product 
line. 


s At the same time, the distribu- 
tors had an opportunity to watch 
initial assembly-line operations on 
dishwashers at Appliance Park, a 
new plant on which construction 
will be completed in about a year, 
according to officials. 

Mr. Linder told the group that 
advertising plans include a news- 
paper classified advertising pro- 
gram (apparently a new idea, de- 
tails of which the company refused 
to reveal), expanded consumer 
and trade publication schedules 
and continuation of cooperative 
advertising. 

He said that sales for some ap- 
pliances at the retail level are now 
ahead of last year despite a re- 
ported lag in the first quarter. 

He forecast that industry-wide 
sales of major appliances in 1953 
will total 12,400,000 units, an in- 
crease of 16% over this year’s es- 
timated 10,700,000 units. 


8 Other plans call for a permanent 
showroom, including a “television 
kitchen,” in the Merchandise Mart 
in Chicago, and “appliance trains,” 
which will visit all major markets. 
The trains will start their itiner- 
ary in Chicago and Cleveland on 
Nov. 5. 

A new price protection plan and 
a free wholesale display plan also 
will enter the 1953 picture. 

Mr. Linder declined to describe 
the price protection plan at pres- 
ent. However, he noted that “in 
scanning the trade press I find 
there appears to be evidence of a 
tendency towards factory-owned 
and controlled distribution. 

“I can see no reason in the fore- 
seeable future to depart from our 
concept of a diversified distribu- 
tion system,” he continued. 

This system includes, he report- 
ed, nine houses of General Electric 
Appliance Co., 22 houses of Gener- 
al Electric Supply Co. artd 32°in- 
dependent distributors. 

Young & Rubicam, New York, is 
the agency for the division. 


KNXT Promotes Two 

James T. Aubrey Jr., sales man- 
ager, has been promoted to station 
manager of KNXT, Hollywood out- 
let for CBS Television and Colum- 
bia Television Pacific Network. He 
succeeds Wilbur S. Edwards, who 
has been named general sales man- 
ager of CBS Television Film Sales, 
New York. Edmund C. Bunker has 
been advanced from account ex- 


ecutive to succeed Mr. Aubrey. 


Deadman Leaves Canada 

Harold W. Deadman, classified 
advertising manager of the Free 
Press, London, Ont., has resigned 
to accept a similar position with 
the Daily Mail, Charleston, W. Va. 
He will be succeeded at the Free 
Press by William White, retail 
salesman in the display advertising 
department. 


Two Join WGN-TV Sales Staff 

Richard Ricker and Edwin 
Weinshelbaum, formerly supervi- 
sors in the Chicago Tribune classi- 
fied department, have joined the 
WGN-TV sales staff. 
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IMPORTANT 


TSWG’s new rates, based on the new 


guarantee of 5,400,000 copies go into 
effect with the April 1953 issue...BUT 


P.S....remember, TSWG is edited specifically 
largest market for consumer goods in our 
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22 
s parts” ads, the BBB found that in 
N. Y. TV Servicers | most cases the “low-price adver- 
H | tisers either sell unnecessary parts 
Getting Business or tubes or remove sets and over- 


charge on the work 
needed or both.” 


Bureau Complaints actually 


New York, Oct. 30—That old} 
bugaboo of teleVision—the ser-| Appoints Lilyon Louden 
vicing problem—popped up in the! 1 ijvon E, Louden, formerly with 
news again this week. |John Mather Lupton Co., has 

The New York Better Business | joined Smith, Hagel & Snyder, New 
Bureau recommended that adver-/; York, as v.p. in charge of publicity 
tising of specific prices for TV)| and public relations. She will su- 
service such as “$1 per call, plus| pervise the agency’s industrial and 
parts” be discontinued. | consumer publicity accounts. 


Acts to Stop Bulb Ads 

he Associated Bulb Growers of 
Holland held a press conference in 
New York Oct. 27 to announce that 
it is taking action against the mail 
order advertising of Holland Win- 
tergarden, a division of Hastings 
& Sons. The association has filed 
complaints with the National Bet- 
ter Business Bureau, Federal 
Trade Commission and the Post 
Office, and is sending letters to 
all publishers running Wintergar- 
den copy. The protest concerns 
Wintergarden advertising of 
“snow-blooming miracle bulbs.” 
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Sheaffer's TM Pencil Bows 


W. A. Sheaffer Pen Co., Fort 
Madison, Ia., is introducing a new 
TM (thin model) pencil, described 
as “the thinnest mechanical plastic 
pencil on the market.” The pencil 
features a special tip to reduce 
lead breakage, comes in a range 
of colors to match Sheaffer’s new 
Snorkel pen (AA, Sept. 1), and 
retails for $5 to $17.50. 


Prelle Co. Adds 3 Accounts 


F. W. Prelle Co., Hartford, has 
been named to handle advertising 


|for Frank M. Whiting Silver Co., 


Meriden, Conn.; Snow-Nabstedt 
Gear Corp., Hamden, Conn., and 
— Gage Co., Bloomfield, 
onn. 


Armstrong Promotes Moodie 
Craig Moodie Jr., copywriter, 
has been promoted to head a spe- 
cial promotion section in the ad- 
vertising and promotion depart- 
ment of Armstrong Cork Co., Lan- 
caster, Pa. The section will handle 
production of TV commercials, 
company conventions, films and 
other audio-visual activities. 


There has been an increasing | 
number of complaints recently | 
from people who thought they | 
were going to save money on such 
offers and didn’t,‘ the BBB re- 
ported. 

The bureau recommended that 
service companies eliminate all 
“free estimate” offers in their 
ads and make “guarantees” of ° 


service specific as to duration and 
terms. 

Following through on complaints 
from people who have been at- 
tracted by the “$1 per call plus 


Good program ideas and top talent 
deserve RCA Victor transcription 
quality and service. Your material 
spot announcements to full-length 
shows—should get the benefit of 
RCA's technical experience and 
research. 
Your order, LARGE OF SMALL, is 

recorded, processed and pressed in 
the country’s best-equipped studios a 
and plants . . . receives world-famous 
RCA Victor engineering. Complete 
transcribed radio production and 
script-writing facilities are available. 
Contactan RCA Victor Custom Record 
Office today: 

630 Fifth Avenue 
Dept. G-110, NEW YORK 20 

JUdson 2-S011 


445 North Lake Shore Drive 
Dept. G-110, CHICAGO 11 
WHitehall 4-3215 


1016 North Sycamore Avenue 
Dept. G-110, HOLLYWOOD 38 
Hillside $171 


Write now for our fact-filled 
Custom Record Brochure! 


RADIO CORPORATION 
OF AMERICA 


RCA VICTOR DIVISION 
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Weiner Elected Sales V.P. 

Arnold A. Weiner has been 
elected v.p. in charge of sales for 
the upholstery and automotive di- 
visions of Bolta Products Sales Inc., 
Lawrence, Mass., manufacturer of 
plastic products. Mr. Weiner, who 
was sales manager in the com- 
pany’s upholstery division, joined 
Bolta in 1946. 


Woods Names Hilton & Riggio 
S. E. Woods Ltd., Hull, Ont., 
manufacturer of sportswear, has 
appointed Hilton & Riggio, New 
York, to handle its advertising. 


‘SEP’ Promotes Hurst 

James W. Hurst, for the past 16 
years on the Cleveland advertising 
staff of The Saturday Evening Post, 
a Curtis publication, has been pro- 
moted to manager of the maga- 
zine’s Philadelphia advertising of- 
fice. He succeeds John Brummett, 
who has retired. 


Conners Named Sales V.P. 
Ray R. Conners has been ap- 


Dress Maker Starts Campaign 

Boulevard Frocks Co., Minne- 
apolis maker of women’s dresses, 
is launching a national winter pro- 
motion. First insertions will ap- 
pear in the January issues of 


Glamour and Seventeen. Fire- 
|stone-Goodman, Minneapolis, is 
| the agency. 


|Gardner Joins ‘Redbook’ 
Richard M. Gardner, formerly 


| KNOG Becomes CBS Affiliate 
KNOG, Nogales, Ariz., will be- 
come an affiliate of the CBS radio 
network, on Nov. 2. The station 
is owned and operated by Old 
Pueblo Broadcasting Co. Gene 
Autry is the principal owner. H. C. 
| Tovre is president. 


| 

|Washington Stations Move 

| National Broadcasting Co. has 
moved all offices and studios of 


pointed v.p. in charge of sales for on the Chicago staff of American radio station WRC, Washington, 


Gyro Skid-Control Co., Beverly 


|Family, will join the Chicago 


and television station WNBW, 


Hills maker of anti-skid attach-| staff of Redbook on Nov. 6. He, Washington, to the Wardman Park 


ments for automobiles. 


}succeeds Rex Gay Jr., resigned. 


| Hotel. 


mile in their readers’ behalf 


ee aed 


When asked the secret of sustaining reader interest, a Chilton 
editor replied “leg work.” 


Chilton editors travel almost three-quarters of a million miles 
a year in personal search for facts, figures, and news vital to 
their readers. These serious reporters are equally at home in 
dinner jacket or overalls. You'll find them, working, at formal 
banquets. You'll find them in stock rooms, busy at their job 
of learning firsthand the answers to their readers’ problems. 


The secret of Chilton readers’ sustained interest is simple: 
they know that in Chilton publications they find what they 
want. And they know it is both authentic and timely. This is 
important to advertisers. For it means Chilton publications 
provide the ideal atmosphere for advertising the products 
and services needed in the fields Chilton serves. 


_— | 
CHILTON 


og 


Chestnut and 56th Streets | 
Philadelphia 39, Pa. ss 


(inconporaren) 


100 E. 42nd Street 
New York 17, N. Y. 


HARDWARE AGE e MOTOR AGE . 
DEPARTMENT STORE ECONOMIST + 


THE IRON AGE e 
MARDWARE WORLD + 
THE OPTICAL JOURNAL AND REVIEW OF OPTOMETRY - 

AUTOMOTIVE INDUSTRIES @ THE SPECTATOR e@ 


COMMERCIAL CAR JOURNAL 
BOOT & SHOE RECORDER 


THE JEWELERS’ CIRCULAR-KEYSTONE 
DISTRIBUTION AGE 


| 


| 
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Underwood Corp. Buys 
Electronic Computer Corp. 

Underwood Corp., New York, 
a leading manufacturer of type- 
writers and office equipment, is 
taking over the business of Elec- 
tronic Computer Corp. The latter 
will become the electronic com- 
puter division of Underwood. 
Terms of the transaction were not 
disclosed, 

Electronic Computer will re- 
main under its present manage- 
ment and in its present quarters 
in Brooklyn and Manhattan. It 
markets its products under the 
trade name of Elecom. In addition, 
it has developed and marketed 
various electronic components. 
Underwood has been carrying on 
research and development in this 
field for some time. 


Mrs. Comer Heads Agency 


Following the death of her hus- 
band. Russell C. Comer, Oct. 22, 
Eloise Comer, active partner in the 
agency since 1945, has taken the 
helm‘ of Russell C. Comer Co., 
Kansas City, Mo. Warren Comer, 
their son, will join the staff after 
completing Navy service. 


. 
oe 
|] 


~ Bank Deposits 
uP 398% SINCE 1940 


Bank Resources 
uP 387% SINCE 1940 


Don't overlook your share of this 
market! 


Specify the papers that go into better 


| than 90% of the household in the city 


STATE 242 TIMES 
MORNING ADVOCATE 


“Two good Newspapers” 
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DO YOU KNOW THIS MAN? 


Possibly not. But people in Lake ge | know 
it’s L. J. Sorenson, dynamic mana of Deep- 
freeze Division of Motor Products Company, one 
of Lake County’s leading industries. Sorenson is 
a civie-minded man, so its no surprise that he 
makes the news columns regularly. And for news 
of Sorenson and Deepfreeze, Lake County turns 
without question to Lake County’s only daily news- 
paper, the Waukegan News-Sun. 

Not only does the News-Sun give its readers the 
news of most interest to them, but it also gives 
you penetration into a market with more buying 
power than Springfield, more than FE] Paso, or Du- 
luth. 

Doesn’t reader interest plus coverage of a rich 
and prosperous market make The Waukegan News- 
Sun an excellent media for your 1953 advertising? 


The Waukegan News-Sun 


Represented by 
Burke, Kuipers, & Mahoney. 
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Musgat Heads Promotion for 
Moloney, Regan & Schmitt 
Moloney, Regan & Schmitt, 
newspaper advertising representa- 
tive, has appointed John P. Musgat 
promotion mana- 
ger, effective 
Nov. 3, with 
headquarters in 
the New York of- 
fice. 
| Mr. Musgat has 
| served as promo- 
| tion manager for 
the Washington 
| Post, Journal Ga- 
zette, Fort 
| Wayne, Ind., and 
Observer, Char- 
| lotte, N. C. Pre- 
vious to that he spent several years 
as an advertising salesman for 
newspapers. He is a member of 
yo National Newspaper Promotion 
ssn. 


O’Brien Appoints Sayers 

| George F. Sayers, previously 
' with the industrial products divi- 
sion of B. F. Goodrich Rubber Co. 
of Canada, has been appointed an 
| account executive by O’Brien Ad- 
vertising, Vancouver, B.C. 


John P. Musgaot 


You re sittin’ pretty when you 


MAKE MORE SALES CALLS 
AT LESS COST IN 


MORE CALLS! In Progressive Architecture, 


you can sell the world’s largest professional architectural audience— 
architeam members who select and specify 

building products and equipment for 89% of the nation’s 
architecturally designed buildings. 


B— teat in architects 
2 first in engineers 
DB Gest in designers 
B— Oth oct 


first in total 
professional architectural 
circulation—30,001* 


*Publisher’s Statement, 
June 30,1952 


| LESS COST! | Progressive Architecture 


gives greatest coverage of all members of the architeam 
at only $15.83 per page per thousand 


—lowest cost of any publication serving 


the architectural field. 
OTHER P/A PLUS VALUES 


Editorial coverage of all architectural services. 
Serves all architectural specification team members. 
Highest subscription renewal percentage. 


330 West 42nd Street, New York 36, N. Y. 


Pp | = ARCHITECTURE 


WORLD'S LARGEST PUBLISHER OF ARCHITECTURAL BOOKS 


Spanish Copywriters 
Must Be Scholarly, 
Refined, Panel Avers 


New York, Oct. 29—An over- 
flow crowd of more than 200 peo- 
ple turned out last week for the 
October luncheon of the Export 


} | Advertising Assn. which featured 


a panel discussion on “How to 
create copy that clicks in Latin 
America.” 

To qualify as a Spanish copy- 
writer, in the opinion of Carlos G. 
Riano, a man must have an edu- 
cation far beyond the fact that 
he corresponds with relatives in 
Latin America. Mr. Riano is head 
of the creative group and director 
of Latin-American public rela- 
tions for Foote, Cone & Belding 
International. 

“Spanish copywriters must be 
creative people,” Mr. Riano said, 
and should never be forced to fol- 
low English copy to the letter, in 
their translations, no matter how 
good it may be. 

Spanish copywriters working in 
New York are particularly for- 
tunate, according to Frank Ariza, 
chief Spanish copywriter for J. 
Walter Thompson Co. Here they 
have access to all sorts of infor- 
mation, including that which is 
not available in their native coun- 


@ Besides, he pointed out, copy 
written for Latin Americans has 
the same universal appeals, such 
as pride of possession and “gastric 
juices appeal,” and therefore can 
be done equally as well in New 
York as elsewhere. 

Clotilde Arias, Spanish depart- 
ment copy chief for Robert Otto 
& Co., gave the group some point- 
ers on when and why to use jin- 
gles. She defined a successful jin- 
gle as one which “through its 
catchy simpleness, can be memor- 
ized right away.” 

Latin Americans like to sing 
jingles aloud, she said, and there- 
fore care must be taken so that 
accented syllables fall on ac- 
cented beats. Otherwise, the jin- 
gle will become garbled. For the 
sake of product identity, it is bet- 
ter to write to an established tune, 
she felt. 

Good translators, particularly 
in the technical field, invariably 

a high degree of culture, 
a special knowledge in at least 
two languages and a good com- 
mand of technical language. 


® This was voiced by L. G. Nunez, 
sales promotion and advertising 
manager, Westinghouse Electr-c 
International Co. “What is done 
cheaply is usually cheap,” he cau- 
tioned. 

Mary Mercelis, head of the copy 
and translation department at 
Young & Rubicam, described some 
of the agency-client problems in 
the Latin American field, such as 
when an account executive is 
given a $1,000 appropriation with 
which he is expected to cover 50 
markets. 

Ed Mazzucchi, president of MAZ 
Associates, said that a Spanish 
copywriter must know a product 
thoroughly before he can write 
about it. “Carefully written copy 
requires time and that’s why rush 
must be avoided,” Mr. Mazzucchi 
said, pointing to a recent ad his 
agency ran where four hours’ re- 
search was required to translate 
one word. 


Gardner Names Weiss 

H. M. Gardner & Associates, Los 
Angeles, has appointed Bernie 
Weiss production manager. Mr. 
Weiss formerly was with McCarty 
Co. and Milton Weinberg Adver- 
tising Co. in Los Angeles. 


Castater Appointed S.M. 

Alan B. Castater has been ap- 
pointed general sales manager of 
the brush division of Pittsburgh 
Plate Glass Co. The division has 
factories at Keene, N. H., and 
Baltimore. 
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300,000 


... the only 
home service magazine in the 
increasingly important 
Negro field! 


Story features are aimed at the fast growing, 
young married Negroes who know and want the 
better things in life. TAN sets the mood for new 
sales in this tremendous market—a market con- 
centrated in 14 major cities and within your 
present distribution pattern. TAN will sell your 
product because TAN speaks with authority in 
a language the Negro respects and understands. 
Put TAN to work and watch the results! 


TYPICAL HOME SERVICE FEATURES 
@ The Modern Home @ Headaches 
@ Cranberries For Holiday Dishes © When Children Lie 


@ Back To School Luggage @ How To Use Old Nylons 


Published by the 
Johnson Publishing Co., Inc. 


1820 S. MICHIGAN AVE., CHICAGO 
55 W. 42ND ST., NEW YORK 
2701 S. WESTERN AVE., LOS ANGELES 
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Trade Promotion Manual Out 

A new loose-leaf trade promo- 
tion events manual has been com- 
piled by the domestic distribution 
department of the Chamber of 
Commeree of the United States, 
Washington. The manual] provides 
a handy reference to successful 
trade promotion events staged by 
chambers of commerce and trade 
associations throughout the coun- 
try, and sells for $4 per copy. 


American Hoist Adds R&R 
American Hoist & Derrick Co., 
St. Paul, has appointed the St. 
Paul office of Ruthrauff & Ryan 
to handle advertising and sales 
promotion of its crawler and 
truck-mounted cranes. Alfred 
Colle Co. continues to handle other 
American Hoist advertising. 


ANPA Names New Committee 


Newly appointed members of the 
American Newspaper Publishers 
Assn.’s newspaperboy committee 
include Howard W. Stodghill, 
chairman, Philadelphia Bulletin; 
J. M. Blalock, Columbia State & 
Record; J. M. Bunting, Pantagraph, 
Bloomington, Ill; J. E. Calvin, 
Houston Post; E. R. Chapman, 
Grand Rapids Press; J. C. Council, 
Tampa Tribune; J. H. Gorman, 
Gannett Newspapers; J. A. Grant, 
Seattle Times; C. E. Joy, Sentinel, 
Centralia, Ill; J. W. Kenney, 
Hearst Newspapers; W. F. Lucey, 
Eagle and Tribune, Lawrence, 
Mass.; Ray Marx, Los Angeles 
Times; L. W. McFetridge, Tulsa 
World; C. D. O’Rourke, Cleveland 
Press, and Joyce A. Swan, Min- 
neapolis Star and Tribune. 


"Show-me” Space Buyers 


repeatedly 
schedule 
the 


Elks! 


‘ Results are the only sales story that interests mail order 


advertisers. When the most successful repeat their ads 
: in a magazine, you know it pulls orders. 


And repeating is what advertisers are doing in the Elks 
Family Shopper. We'll gladly show you their volun- 
teered reports of results. 


' 
Investigate this MILLION-strong market where the me- 
dian income is double the national . . . 


where the rate 


is $2.15 per page per thousand. 


MAGAZINE 


Doce 


New YORK « CHICAGO «+ DETROIT « LOS ANGELES 
eg” 


‘TNT Popcorn Gets 
Heavier Promotion 

| Lawrence, Kan., Oct. 28— 
|Canned popcorn is moving out of 
the food specialty class into a 
standard grocery item, thus justify- 
ing an expanded promotion, ac- 
|cording to Ben Barteldes, general 
|manager of TNT Food Products 
| Inc. 

The company’s advertising and 
merchandising support for TNT 
{popcorn will be greater this year 
|than ever before, Mr. Barteldes 
said. Insertions for 66 newspapers 
are being scheduled. Extensive spot 
radio activity is also planned for 
| selected markets. The national ad 
| Program will include schedules in 
|Better Living, Everywoman’s, 
|Family Circle, McCall’s, Parents’ 
Magazine, The Saturday Evening 
| Post and Woman’s Day. 

Highlight of the fall campaign 
will be a half-page color ad in 
|the November Ladies’ Home Jour- 
nal, tying in with two similar ads 
by Wesson Oil & Snowdrift Sales 


and Morton Salt Co. featuring 
popcorn. Outdoor boards, direct 
mail and trade publication ads will 
carry the copy theme: “Outpops 
any corn in any pan—or your 
money back!” 

Bruce B. Brewer Co., Kansas 


City, Mo., is the agency. 


Schering Corp. Names Two 
Following the introduction of 
several new drugs, Schering Corp., 
Bloomfield, N.J., has made two 
advertising appointments. Frederic 


C. Sands, formerly with Commer-, 


cial Solvents Corp., has been 
named advertising manager for 
domestic prescription specialty 
sales. Ralph C. Najarian, with the 
company since 1941, most recently 
as west central district supervisor, 
has been made assistant advertis- 
ing manager. 


Four Publications Join ABP 

Editor & Publisher, Modern 
Packaging, Modern Plastics, and 
Pacific Builder & Engineer have 
joined Associated Business Publi- 
cations. Addition of these four 
publications brings ABP’s mem- 
bership to 128. 


Appoints Justin Hannon 

Justin Hannon has been named 
West Coast representative for Can- 
terbury Press, Chicago publisher of 
Radio y Articulos Electricos, La 
Farmacia Moderna, La Tienda, Be- 
bidas, Elaboraciones y Envases, and 
Beverages. He will headquarter in 
Los Angeles. 


* 
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CIRCULATION OVER 
79,000 ABC 


Represented Nationally by 
TEXAS QUALITY NEWSPAPERS INC. 
National City Bidg., Dallas 


$45 MILLION 
FROM COTTON 


is 


New York 


CORPUS CHRISTI, TEXAS 


The Port of Corpus Christi 


humming, moving the 


Coastal Bend’s record 
$45,000,000 cotton crop— 
more than 2% times 
bigger than last year. 
That means a lot of new 
money turned loose here 
this fall, nearly all by 
Caller-Times readers. 


Write for new data folder. 


Advertising Age, November 3, 1952 


Getting Personal 


At the Oct. 26 fall homecoming of Ohio Wesleyan University, 
Delaware, O., Richard W. Darrow, v.p. of Hill & Knowlton, p.r. 
counsel, took over new duties as president of the university’s Alumni 
Assn. He’s a graduate of '36... 

A look at the “Chicago’s Fabulous Collectors” story in the Oct. 
27 issue of Life indicates why it’s a treat to work at Earle Ludgin’s 
agency and even to make a call] there. The majority of the adman’s 
large collection of modern paintings line the walls of offices and 
corridors. . . 


HAPPY BIRTHDAY—When Ernest V. Heyn celebrated his first year as editor of The 

American Weekly, the publication honored him with a cocktail party. Pictured here 

(left to right) are Robert D. Levitt, associate publisher, Mr. Heyn and J. D. Gorta- 
towsky, general manager of Hearst Newspapers. 


James Wemple, account executive at KNBH, Los Angeles, is 
spreading the news of the arrival of the Wemples’ third child, a 
young lady weighing seven pounds, five-and-a-half ounces... And 
in Cincinnati Beb Schlenkert is passing out the customary cigars in 
honor of a son presented by Mrs. Schlenkert on Oct. 16... Still 
another new radio baby is Michele Marie, second child of Robert 
Beauchein (salesman at WHBF, Rock Island, Ill.) and Mrs. B... 

A combination business and pleasure trip has taken Richard P. 
Holland and his wife to Europe. Mr. Holland is executive v.p. of 
Harold Cabot & Co., Boston...Jack Manning, radio director of 
Chambers & Wiswell, Boston, is chairman of the advertising group 
for the Salvation Army’s greater Boston appeal. . . 

Keeping in the newspaper tradition, Bill Jenkins, managing edi- 
tor of the Herald and News, Klamath Falls, Ore., and Florence Mill- 
saps, secretary of P. L. Jackson, publisher of the Portland (Ore.) 
Journal, were married Oct. 29 at the Territorial Enterprise in 
Virginia City (Nevada’s oidest newspaper) at the invitation of 
Lucius Beebe, publisher. Mr. and Mrs. Jackson detoured on their 
return trip from Washington, D.C., to be present at the wedding. 
The Jenkins’ wedding trip to San Francisco included a stop-over in 
Sacramento to see Mr. and Mrs. Hugh Walls (he’s publisher of the 
Sacramento Bee). 


A GOOD SCOUT—Edward F. Thomas (right), v.p. and public relations director of 

Geyer, Newell & Ganger, is shown receiving the Silver Beaver award for his out- 

standing service as a volunteer in scouting from Frank H. Sincerbeaux, executive 

board member of the Greater New York Councils. Scouts John Barry and Louis 
Eberspeacher Jr. aid in the presentation. 


Dates for two winter weddings have been announced by Portland, 
Ore., advertising couples: Polly Knickerbocker, radio and TV di- 
rector of House & Leland Advertising, and Jack Giesey, account ex- 
ecutive with the same agency, for Dec. 6; Betty Lancaster, promotion 
manager of Agency Lithograph Co., and Jim Sechser of Point-O- 
Salescast, for Dec. 12... 

The publisher of the Hartford Times, Francis S. Murphy, and his 
wife recently celebrated their 45th wedding anniversary. . .Bob New- 
comb and Marg Sammons, the husband and wife team whose by-line 
heads the Employe Communications feature in AA, were featured 
in the “Today with Women” column of the Chicago Tribune a few 
weeks ago. Bob is quoted as being 100% in favor of a wife’s working 
if she wants a job other than household chores. “Only a man who 
isn’t sure of himself” would deny her the chance, Bob says... 
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Why advertising work: better 


in Milwaukee |. moves bigger 


volume, easier, quicker, at lower cost 


The Milwaukee Journal is read regularly in 92% of all homes 
in a major metropolitan market of nearly a million people. 


Ou pape ae At one advertising cost you get coverage which requires two or 


more newspapers in most large cities. A fraction of the 
savings on supplementary media will pay for the added 
selling power of ROP color in The Milwaukee Journal. 


4 / Y " : Vf ° Milline rates of The Milwaukee Journal are 21% lower than 
o Aate the average for U.S. newspapers of comparable size. 
( La 7 . « Of The Journal’s total circulation, 73% is in the ABC City 
Zone, 90% in the ABC Retail Trading Area. 


The Milwaukee 100-mile zone in rich southeastern 
Aled Snake Wisconsin is less than 30% of the state’s area, but does 73% 


of the state’s total retail business. 


‘ "4 P Retail sales in the Milwaukee 100-mile zone exceed the 
7 a So Lime, total sales in 35 of the 48 states. 
eA é Retail sales per family in the Milwaukee 100-mile zone 
eat 71 arhie are 33% above the national average. 


‘ Practically all Milwaukee Journal circulation is home-read, : 

100 ) . multiple-reader circulation, reaching all members of the ce 
family. It is carrier-delivered to nearly five times as 

many City Zone homes as any other newspaper—reaches more Ai 

homes in the area than any dozen magazines combined. 


Advertisers use more space in The Milwaukee Journal than in 
any other newspaper or any other publication in the nation. 


THE MILWAUKEE JOURNAL 
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Talked to a bright young man last 
week — a mail order expert. 


He told us he used to write long 
letters that finally wound up in the 
last paragraph on the last page 
with the big sales pitch. 


Then one day he tried something 
radical. Just turned the whole letter 
right around. Put the hard sell at 
the start. 


Orders doubled! So here goes, we’re 
putting on the pressure... 
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You cal ake more mass sales impressions in the business market 
Saasg ‘ r less money—with Nation’s Business than with any other 


magazine for businessmea. 
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What do we mean by “mass sales impressions”? It’s a consumer 
marketing term . . . the number of insertions in your schedule mul- 
tiplied by a magazine’s audience .. . pages of advertising in front 
of buyers. 
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A basic 12-page schedule to NB’s 800,000 businessman audience 


* % (all paid), figures out to 9,600,000 sales impressions. Maybe Life 
4 4 % and The Post will give you more... but certainly no business or 
; 4 & news magazine will. 
; ; 
j ? f “Do I need all that powerful impression power?” you may ask. 3 
t é | — You do — if you want to nail down your future in the biggest 
ff / ? market on earth — business, a $600 billion market, at least four 
a } * times the size of the consumer field. 
} wv f 
; w j : 
P aoe f. / Your consumer cousins, to make hay, have got to sell the head of 
| sisi? if the house, and the husband, and the kids . .. and as many houses in 
Pte ene JS d ra the block as they can reach at low cost. And that’s precisely what F 
x” a =. oe ie fd you have to do in the great family of American business. Nation’s 
coe o £ ‘ oo Business and its unmatched mass coverage can help you do it. 7 
£ wot Ss 
¢*.: ee ge 
= oe a Pee —— i 
Cog : 
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Natiaus Duninedo 


A GENERAL MAGAZINE FOR BUSINESSMEN © WASHINGTON 46, 0. C. 
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Financial Admen Largely Unimpressed with 
New SEC Ruling on Securities Advertising 


New York, Oct. 28—Most finan- 
cial and advertising men think the 
Securities & Exchange Commis- 
sion’s new Rule 132, put in effect 
Oct. 27, isn’t going to have much 
effect on financial advertising. 

But a few believe the new rule 
will enable copywriters and art 
directors to do more effective jobs 
on strictly financial copy, and get 
iway from so-called “tembstone 
advertising.” 

Rule 132 is designed “to encour- 
age the publication of identifying 
statements by issuers, underwriters 
and dealers both before and after 
the effective date of a registration 
statement” in connection with the 
offering of securities. 


purpose of this rule, 

SEC says, “the term ‘identifying 
statement’ means a written com- 
munication or advertisement meet- 
ing the requirements set forth be- 
low.” 

These require use of a specific 
legend “in type as large as that 
used generally in the body” of the 
statement. The legend must say: 
“This is not an offer to sell these 
securities. They are subject to the 
registration and prospectus re- 
quirements of the Federal Securi- 
ties Act. Information about the 
Migsuers, the securities, and the cir- 

Mmstances of the offering is con- 
tanec in the prospectus which 
Mist be given to the buyer.” 

The identifying statement shall 
indicate from whom copies of the 
prospectus or proposed form of 
pr@spectus may be obtained and 
shall include a detachable form 
fof use in requesting such copies 


s other words, a_ securities 
ler, under the new rule, pre- 
sumably may do coupon advertis- 
a a prospectuses to enable 
Rim to have some idea as to the 
@Hiount of his possible participa- 
i in a securities offering. Or, in 
thé commission's tortured tongue, 
“the extent of his use of identify- 
ing statements and the number of 
Pr@posed prospectuses that he 
shd@uld obtain and distribute.” 
This is a relaxation of former 
restrictions by SEC. Whether it 
will lead to more and better fi- 
Maficial advertisements is any- 
body's guess 
eyfus & Co., well-known stock 
broker, and its advertising agency, 
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| YOUR NAME 


BE REMEMBERED? 


Yes — with friendship 

ond esteem, for a long 

time, if you place your 
| name and business on 
@ Gits Quality Plastic 
Product. The 
small — the value high 
You hove a wide selec " i] 
tion of items to choose 


cost is 


| 4040 Ww HURON ST. CHICAGO 44, ILL. | 

| [| Please send me catalog and price list 

i of Gils Quolity Plastic Items. 1] 
NAME : | 

I 

l COMPANY... | 

| ADDRESS } 

| city ZONE... STATE | | 

| (i Please also send suggested ways for | 

| veing Gits Advertising Specialties and | 
oveities 

| Our business is 

1 We sel! ©) direct to consumers, () jobbers, 

| © deolers, 1) manufacturers, } 

ae ee _—a—- 


jadvertising agencies, 


——-—-=GITS MOLDING CORP are | 


Doyle Dane Bernbach Inc., wel- 
come the new rule. They see it as 
an opportunity for creative adver- 
tising in newspapers, and possibly 
on radio and television. 


s “It is high time that the finan- 
cial market had the same oppor- 
tunity as other markets in mer- 
chandising what it has to sell,” 
AA was told. “This new rule is 
only the beginning of what we 
hope will become a trend toward 
application of modern merchandis- 
ing to sound securities.” 

But R. A. Cullinan, executive 
v.p. of Albert Frank-Guenther 
Law, one of the major financial 
is not sure 


that the new SEC rule will have | 


much effect on advertising. He 
said that the legal departments of 
several of the agency's clients are 
studying the ruling. 

Mr. Cullinan said that small 


likely 
benefit by the new rule than old, 
well-established corporations. The 
latter have no difficulty in mar- 


companies are more to 


keting their securities and new 
issues, he said, and need little ad- 
vertising promotion. 


® George F. Parlin, of the inter- 
pretative division of SEC, told AA 
that it is entirely too early to say 
what effect the new rule will have 
on advertising. Underwriters are 
wrestling with the problem. 

On the whole, Mr. Parlin said, 
“it seems likely that underwriters 
will be able to do more effective 
advertising than they have been 
able to do in the past. But the 
whole matter will have to be 
worked out by trial and error.” 

John W. Adams, v.p. of Merrill 
Lynch, Pierce, Fenner & Beane, 
largest brokerage house in the 
country, said that he doubted 
whether the new rule would make 
any material difference. He de- 
scribed it as “much ado about 
nothing.” 


Advertising Age, November 3, 


Most financial advertising of new 
security issues, he said, is merely 
for the record. “The issues, nine 
times out of ten.” have already 
been subscribed to before the ads 
appear. It should be borne in 
mind, he cautioned, that the so- 
called coupon ads that will now 
be allowed are not intended to be 
selling ads but merely offerings of 
prospectuses. 


@® George A. Erickson, v.p. of 
Doremus & Co., another leading 
financial agency, said the new rule 
is likely to have a minor effect 
only. There are too many questions 
involved, he said, that will have 
to be clarified. 

William R. Kuhns, editor of 
Banking, publication of American 
Bankers Assn., said he doubted 
whether there would be any sen- 
sational changes either in attitude 
on the part of bankers and under- 
writers or in the nature of their 
advertising. But it is too early to 
say finally, he warned. 


Frank Kiernan, president of 


1952 


the agency of that name, doesn’t 
look for anything unusual to hap- 
pen as a result of the new rule. 
Advertising of securities fluctuates 
with market conditions, he said. 
In a rising market they are more 
numerous. At present the market 
is suffering a lull, and probably 
will not pick up until well after 
Election Day. 


CBFT, Montreal, Hikes Rates 


CBFT, Montreal television out- 
let, which has been in operation 
only since September, has _ in- 
creased its rates. The increase is 
effective Nov. 1, but advertisers 
placing business to begin before 
that date will receive rate protec- 
tion to Aug. 31, 1953. Rates for 60 
minutes go from $500 to $750; 45 
minutes, from $400 to $600; 30 
minutes, from $300 to $450. 


Altman-Stoller Names Two 

Altman-Stoller, New York, has 
appointed Morris Baumstein head 
of the production department and 
Pear] Isaacs assistant to the presi- 
dent. 


| ge little BUY-circle distinguishes the 
readers of Better Homes & Gardens 
from those of the other two biggest man- 


Why the Halo? 


woman magazines. 


BH&G’s 3'%-million families read this 


That's the big difference between the readers 
of BH&G and those of any other magazine 
with more than 3!2-million circulation — 


a difference in BUY-mindedness that can 


it deserves. 


magazine for one reason only: because it 
is devoted exclusively to things to try, 


things to BUY. They read it because they 
have BUY on their minds —and BH&G is 
full of suggestions on what to do about that! 


Bus BUYOLDGICAL BRIEFS 


More advertising dollars per issue were spent in BH&G 
than in any other magazine. (Ist six months 1952.) 


More dollars of advertising. more lines of advertising 
and more pages of advertising were placed in BH&G 
than in any other major monthly magazine, (Ist six 


months of 1952.) 


The most advertising dollars ever spent in a single 
issue of any magazine ever published were spent in 
the April, 1952 issue of BH&G. (And still true as 
this ad goes to press.) 


MEREDITH PUBLISHING COMPANY 
Des Moines, lowa 


give your advertising that extra-big break 
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Syndicates TV Commercials 

Production of syndicated televi- 
sion commercials in 8, 20 and 60- 
second lengths has been initiated 
by Tom Kelley-TV Studios, Holly- 
wood. First production will be of 
four series for regional use by 
sponsors in the beer, bakery, spe- 
cialty meat and milk products 
fields. Visually, the commercials 
will be divided approximately 75% 
to stock shots, and 25% to individ- 
ually tailored shots to provide 
sponsor identification. Sound will 
be wholly individualized. The stu- 
dio estimates the syndication will 
provide spots at one-third the cost 
of similar commercials made to or- 
der for a single company. 


‘Look’ Issues Ad Booklet 
Look has issued a new booklet, 
“Combinations of Magazines,” in- 
tended to provide advertisers and 
agencies with information on net 
unduplicated audiences and total 
gross impressions obtainable with 
various combinations of the nine 
magazines included in the national 
study of magazine audiences, con- 
ducted by Crossley Inc., under 
Look’s sponsorship (AA, July 14). 


Advertising Age, November 3, 1952 


VOTE CAMPAIGN—Richfield Oil Corp., Los Angeles, posted all its October boards 

in the West to make a “Vote Nov. 4” appeal. The company also turned over o 

half-hour of television time to the County Registrars of Voters in Los Angeles, San 

Francisco, Phoenix and San Diego. Newspaper advertising in each of these cities 
was also used. Hixson & Jorgensen, Los Angeles, is the agency. 


Action Agency Boosts Hearn 

George C. Hearn, account ex- 
ecutive since June, 1952, has been 
promoted to v.p. of Action Adver- 
tising, Memphis. Prior to joining 
the agency, Mr. Hearn was man- 
ager of WFAK, Memphis radio 
outlet. 


Noznesky Made Price V.P. 

Harry Noznesky has been ap- 
pointed v.p. and sales manager of 
Price Battery Corp., Hamburg, Pa. 
Mr. Noznesky has been associated 
with the automotive industry for 
17 years, in battery and closely 
allied lines. 


AM Show Goes National 


“America Calling,” the radio 
program sponsored by Riggio To- 
bacco Corp., Bright Waters, N. Y., 
for Regent cigarets on West Coast 
stations, has been expanded to the 
CBS coast-to-coast network on 
Sunday afternoons. Hilton & Rig- 
gio, New York, is the agency. 


Appoints D. V. Bergstrom 


D. V. Bergstrom, formerly sales | 
promotion and advertising director | 
of Real Silk Hosiery Mills Inc., | 
Indianapolis, with -whom he was | 
associated for 27 years, has been 
named v.p. of the George Master 
and Wirk garment divisions of 
Clarence Whitman & Sons, Ligon- 
ier, Ind. } 


| Appoints Factor-Breyer 

Lercy’s Jewelers, Los Angeles 
credit jeweler and household ap- 
pliance retailer, has appointed 
Factor-Breyer, Los Angeles, to 
handle its television, radio, outdoor 
and transit advertising. Newspaper 
and direct mail advertising will 
continue to be nandled by Lercy’s 
own advertising department. 


SEEING 


is believing! 


Nothing so convincing’ 
as a jump in sales 
and more cash profits! 


Make yourself known to 
this large volume-buying fam4 
ily market. You SEE and feel 
the power of these larger= 


than-average family groups, 
- 
e 


4 
x 


across the nation. 


HOW? Simple. Test the 
pulling power of your adver- 
tising in BOTH Our Sunday 
Visitor and The Register— 
two established family week~_ 
lies with a long, enviable rec- 


ord of sales successes. 


Just write, wire or tele- 
phone for helpful facts and 
information. We'll be happy 
to send along data and perti- 


nent sales helps tailored to? 
your particular selling needs. 


1,515,215 


WEEKLY CIRCULATION 
(June 30, 1951) 
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WATIONAL REPRESENTATIVES 
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Martin Named Ad Head 
Florence Martin has been ap- 
pointed advertising manager of 
Mayfair Mfg. Co., New York man- 
ufacturer of photographic lighting 
equipment ichard-Lewis, New 
York, handles the advertising. 


Oravisual to Bacon, Hartman 
Oravisual Co., Stamford, Conn., 


aids, has appointed Bacon, Hart- 
man & Vollbrecht, St. Augustine, 
Fla., and New York, to direct its 


* ONE ADVERTISEMENT 
in these 


3 SERVICE PAPERS 


reaches U. S. Armed Forces 


ALL OVER THE WORLD 


buy the package! 


Send for data and sample copies 


MES AIR FOR 


Members Audit Bureaw of ( 


NAVY TIMES 


Also LONDON-FRANKFURT-TOKYO 


CE TIMES: 


Pushes Yule Liquor Sales 

W. A. Taylor & Co., New York, 
is promoting its liquors and wines 
in a “do your Christmas shopping 
early” campaign. The December 
issue of Cosmopolitan, with a 
series of large color advertise- 
ments on successive pages, and 
Time, with a color spread, will be 
used to break the campaign. 
Charles W. Hoyt Co., New York, 
is the agency. 


Appoint Cowan & Dengler 

Dorfman Distributing Corp., 
New York, and M. Rothman & Co., 
Cliffside Park, N. J., distributor of 
Raytheon television and radio re- 
ceivers for the New York and New 
Jersey areas, have appointed Cow- 
an & Dengler, New York, to handle 
their advertising and sales promo- 
tion 


Du-Ev Products to Bliss 

Du-Ev Products Co., Brooklyn, 
has appointed Ben B. Bliss & Co., 
New York, to handle advertising 
for Du-Ev Household De-greaser, 
a kitchen detergent. 
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Wyatt & Schuebel, the ‘Agency's Agency,’ 
Started Two Years Ago, Now Has 16 Clients 


New York, Oct. 31—Less than 
two years ago, John M. Wyatt and 
Reggie Schuebel set themselves up 
in business to handle radio and 
television for out-of-town adver- 
tising agencies. 

At that time, the new company 
of Wyatt & Schuebel included a 
secretary in addition to the two 
principals, both of whom were ex- 
perienced advertising agency ex- 
ecutives. It started with two agen- 
cy “clients’—Honig-Cooper Co. of 
San Francisco and Liller, Neal & 
Battle of Atlanta, for which the, 
team was to function as a radio- 
TV department. 

Today this “agency’s agency” is 
retained by 16 major agencies, in-| 
cluding five companies with New | 
York offices. Latest to join the list | 
is Mumm, Mullay & Nichols, Co-| 
lumbus, O. Among the others: 
Charles L. Rumrill & Co., Roches-| 
ter; Westheimer & Block, St. Louis; | 


> Not our estimate but ARB figures 
for the entire year of 1951 and 


the first six months of 1952 


WPTZ 


NBC-TV AFFILIATE 


1600 Architects Building, Phila. 3, Pa. 
Phone LOcust 4-5500, or NBC Spot Sales 


6 


} 


John Falkner Arndt & Co., Phila- 
delphia, and Thomas F. Conroy, 
San Antonio. 


|® To take care of this expanding 


clientele, Wyatt & Schuebel now 
has a 17-man staff, comprised of 
copywriters, time buyers, film pro- 


| ducers, etc. 


This team of specialists has a 
hand in about 25 radio and video 
programs, network, regional and 
local. It produces “Kids & Co.,” 
which the Friedman-Shelby divi- 
sion, International Shoe Co 
(D’Arcy Advertising Co.) sponsors 
over 35 DuMont stations. 

The Joe DiMaggio film program, 
which just ended a 26-week run 
for Buitoni Macaroni Corp. (Al- 
bert Frank-Guenther Law), was 
created and produced by Wyatt & 
Schuebel. 


8 One of the current projects in- 
cludes a 15-minute children’s 
newsreel, which is being specially 
edited for the Peters branch of 


| International Shoe (Westheimer & 


Block). This will be booked on a 
spot basis in about 10 markets 
starting the end of November. 

The company has aided the 
Lutheran Church in getting mainly 


| Class A time clearances—gratis— 


for its 30-minute non-sectarian 
drama, “This Is the Life,” on about 


| 60 stations. 


Regional telecasts include a 


|“Movie Quick Quiz,” which Co- 


lonial Stores Inc. presents three 


| times weekly in five southern 
| cities. 


Meanwhile, Wyatt & Schuebel 
also acts as a consultant to three 
advertisers, who want to make a 
double check on whether their TV 
budget is being well spent. Added 


| to its other activities, this would 
| seem to put the company in the 
| triple role of “agency's agency,” 


program producer and consultant. 


® Pointing out that it is a little 
difficult to define the company’s 
work, Mr. Wyatt explained: 
“Though we produce programs 
when the need arises and we are 
called in to do so, we custom-tailor 
them to fit a particular problem; 
we don’t develop and peddle pack- 
ages as a sideline. We perform our 
functions for our agency clients 
in their identities rather than our 
own.” 

In addition to the program pro- 
duction in New York, the company 
also helps set up a formula for 


| local shows and puts together film 


commercials for spot use when 
called upon to do so. 


Two Name Jere Bayard 
Superior Bedding Co. has ap- 


| pointed Jere Bayard Advertising, 


Los Angeles, to handle the com- 
pany’s first consumer promotion. 
Distribution broadened recently 
to the extent that western markets 
can now be covered. Quality Prod- 
ucts Mfg. Co., Los Angeles manu- 
facturer of Tred-Aire foam rubber 
mats, also has named Bayard to 
handle a campaign in Good House- 
keeping and Retailing Daily. 


Wiesen Names Hockaday 
Max Wiesen & Son Co., New 
York, manufacturer of women’s 
dresses, has appointed Hockaday 
Associates, New York, to handle 
national! and trade advertising. The 


|company formerly advertised di- 


rect. 


Chase Candy Buys Equipment 


Chase Candy Co., St. Louis, has 
purchased the chocolate coating 
equipment formerly used by War- 


| field Chocolate Co., Chicago. Chase 


will produce its own chocolate 
coatings soon after the beginning 
of 1953. 


_ Exchange National to Epstein 


The Exchange National Bank, 
Chicago, has appointed Harvey Ep- 
stein Advertising, Chicago, to han- 


‘dle its expanded promotion. 
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LOOK HOW YOUR MARKET 
IN METALWORKING ERIE 


q HAS DOUBLED 
SINCE 1940! 


en NS 


) 
its 20,000 men in metalworking plants turnin: 
out $115,892,700 worth of goods. 


— 


What are you doing 
| to stake out your 
claim in fast-growing 


Metalworking America? 


TODAY ... Almost twice the number 
of workers are producing over three times 
as much goods, valued at $435,547,800, 


in this rapidly growing metalworking city. 


Pick practically any city in addition to Erie, and you'll find the same 
tremendous growth in your metalworking market. This twice-size 
growth in plants, workers and output has created a sales potential 
unequalled in the history of America. This is your market, but it isn’t 
waiting for anybody. In its hustling urge to turn out “guns and butter” 
and grow even bigger, it is buying more goods than any other market 
in the world. The suppliers who aggressively stake out their claims 
in this market now... will have an “in” during the continued 
expansion ahead. STEEL can help you stake out your claim in 
Metalworking America faster and more efficiently. That's because 
STEEL already reaches more of the key men who run 

metalworking than any other industrial publication. And its 
continuing census of new plants under construction will keep it 

out front in the coverage you want. Ask the man from STEEL... 

he can prove it with facts and figures. 


STEEL + Penton Building + Cleveland 13, Ohio 
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The Accounting Fraternity is a Market... 
BIG and INFLUENTIAL 


The accounting fraternity includes Financial V.P.’s, Treasurers, Con- 
trollers, C.P.A.s, Office Managers, Independent Public Accountants. 
The Journal of Accountancy will pin-point your sales message to these 
buvers of office machines, record-keeping systems, forms, and supplies; 
these advisors on taxes, investment and loan requirements, pension 
plans, and insurance programs. See S.R.DS. Business Pub. Section, 
Class. No. 20 


a 1905 @ CIRCULATION 62,914 A.B.C. 


The JOURNAL of ACCOUNTANCY 


270 MADISON AVENUE - NEW YORK 16, N.Y. 
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Free Sewing Machine Co. Stages $50,000 
Contest Boosting American-Made Machines 


Beverty Hits, Oct. 28—Free- 
Westinghouse and New Home sew- 
ing machines, both products of 
Free Sewing Machine Co., have 
launched their firs! joint promo- 
tion, the “American-Made Fashion 


Award.” 

The award consists of $50,000 
in prizes offered in a tie-up with 
the Metro-Goldwyn-Mayer _ pic- 


ture “Plymouth Adventure.” Prizes 
will be given to the homemakers 
who come up with the best ideas 
as to how “Priscilla.” the movie's 
heroine, should be dressed today. 

Contestants are asked to go to 
their Free-Westinghouse or New 
Home dealer to get an official 


American-Made award entry 
blank, They are also given a 60- 
page, full-color book, “Home Sew- 
ing Is Easy.” The rules require that 
the contestant tell how Priscilla 
should be dressed and enclose a 
pattern by Advance or Simplicity 
(both companies are cooperating 
in the promotion), or a clipping 
from a magazine. The contest 
closes Nov. 30. 


s As a part of the promotion, the 
week of Oct. 27-Nov. 1 was desig- 
nated American-Made Week. 
Twenty-one state governors is- 
sued proclamations of the week, 
as did the mayors of many cities 


as 


CROSLEY DEFROSTS COOL PROSPECTS 


ata EA 


Prospects warm up when exposed to the sight, sound, action 
and color of SPOT MOVIE ADS in theatres. Dealers find 
this medium is a natural for powerful, hard-selling product 
demonstration . . . So many Crosley Dealers used and profited 
from the recent Crosley Technicolor Movie Ads, that an 
entire new set demonstrating their 1953 line of refrigerators, 
freezers, electric ranges, complete kitchens, radios, and TV 
sets has been planned. 


Crosley makes effective use of a SPOT MOVIE AD with 
this live action, cartoon combination — ably demonstrating 
and dramatizing to a receptive audience the advantages of 
Crosley appliances. Scenes like these receive virtually 100% 
attention. With over 16,500 theatres to choose from, on a 
completely selective basis, you can use SPOT MOVIE ADS 
in theatres to dramatize and demonstrate your product or 
service. Get in touch with our nearest office for full informa- 
tion. We handle all details — direct or through your agency. 


MOVIE ADVERTISING BUREAU 


NEW YORK: 70 East 45 St. 
CHICAGO: 333 North Michigan Ave. 
NEW ORLEANS: 1032 Carondelet St. 


KANSAS CITY: 2449 Charlotte St. 
CLEVELAND: 526 Superior N.E. 
SAN FRANCISCO: 821 Market S?. 


and towns. 

Advertising for the contest in 
October included full-color pages 
in The American Weekly and This 
Week Magazine. Similar ads will 
run in November issues of the 
American Weekly, Look, Parade, 
Progressive Farmer, Seventeen, 
Successful Farming and True Con- 
fessions. A product ad in the De- 
cember Good Housekeeping will 
also mention the award. 

Ten newspapers will carry two 
1,000-line ads in areas not reached 
by the supplements. Supporting 
material includes ad_ reprints, 
mailing cards, counter cards, win- 
dow and interior banners. 


® Cooperative advertising in news- 
papers, radio and television will 
also be run by dealers of both 
sewing machines. Free-Westing- 
house is sold entirely through ap- 
pliance dealers. New Home is dis- 
tributed partly through appliance 
dealers and partly through dem- 
onstration stores. Between the two 
machines, 26 leased departments 
are operated in department stores 
; throughout the country. 

Tying in with field promotion 
and supplying some of the 1,907 
prizes for the contest are several 
pattern and fabric manufacturers. 
Field men of these companies are 
pushing local tie-ups with the soft 
goods retailers they call on. 

M-G-M has complete informa- 
tion about the tie-in in press books 
furnished exhibitors, and_ their 
field men are encouraging theater 
cooperation with displays. 


® The “American-Made” theme is 
partly aimed at competition from 
foreign makes of sewing machines. 
Copy declares: “The purpose of 
this big contest is two-fold. To 
express our thanks to American 
homemakers for their patronage 
and confidence in us all through 
our 92 vears in business. And to 
demonstrate to you why, more 
than ever before, your wisest in- 
vestment is a 100% American- 
made Free-Westinghouse or New 
Home sewing machine 

“There is no obligation to buy. 
Simply by visiting your dealer 
you'll learn facts about American- 
made versus foreign-made ma- 
chines that you have a right to 
know.” 

A publicity campaign has been 
directed to all newspapers in cities 


over 20,000 population, to radio 
and television stations, and to 
house organs. 

Erwin, Wasey & Co., Los An- 


geles, is the agency. 


Appliance Industry Magazine 
to Bow: D. R. Watson Publisher 
David R. Watson, publisher of 
Modern Railroads, Chicago, is to 
publish a new business publica- 
tion, Appliance Manufacturer, for 
companies manufacturing appli- 
ances such as washing machines, 
stoves, toasters and fans. The pe- 
riodical, which bows in January, 
1953, will be mailed to 15,000 top 
men in the appliance industry. 
The king-size magazine will 
have the same type of format used 
by Modern Railroads. A one-time 
b&w page will cost $450; back 
cover, $650; second cover, $600, 
and third cover, $500. The pub- 
lication will use two process colors. 


Mystik Adhesive Names Four 


Mystik Adhesive Products Co., 
Chicago, has made four new ex- 
ecutive appointments. William J. 
Miller has been appointed mer- 
chandising manager. John B. Purs- 
ley has been made assistant na- 
tional retail sales manager, and 
Grant V. Disbrow Jr. has joined 
the corapany as government sales 
representative. Dr. Jayanti D. Teja 
has been named director of re- 
search. 


Rader Named Spickelmier V. P. 


Charles O. Rader has _ been 
named v.p. in charge of sales and 
advertising for Spickelmier Prod- 
ucts Co., Chicago manufacturer 
and distributor of chemical special- 
ties. 
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OPS Irks RTMA 
by Recontrolling 
TV Parts Prices 


WASHINGTON, Oct. 28—The Ra- 
dio-Television Manufacturers 
Assn. charged last week that the 
Office of Price Stabilization com- 
mitted a breach of faith when it 
put TV parts back under price 
control. 

OPS promised to reconsider its 
action after manufacturers argued 
that recontrol is unnecessary. 

TV sets and parts were removed 
from control late in August after 
OPS found that prices were well 
below ceiling levels. — 

In announcing that parts would 
be controlled once again, OPS gave 
wo reasons: 

1. Some TV parts are used in 
industries other than TV. With TV 
parts free of control, stabilization 
programs for other products have 
been upset. 

2. Since decontrol, OPS has 
found it more difficult to enforce 
ceiling prices on TV repair service. 


8 Ina meeting with officials, man- | 
afacturers said the agency’s action | 
cast a stigma on the industry “in | 
the eyes of the public.” Industry | 
people said price increases since | 
decontrol have not been suffi-| 
ciently extensive to justify recon- | 
trol. They said TV parts have only | 
a negligible effect on stabilization | 
problems for other products. 

They argued that it is doubtful 
that OPS ever has controlled prices 
on TV repair services, or has the} 
ability to do so. | 

The association estimates that 
the average set owner calls a serv- 
ice man about two times each year. 
It said published reports indicate 
these calls cost between $8 and $12 
each. Of this, 70% is for labor and 
only 30% is attributable to the cost 
of parts. 


® Meanwhile, OPS is trying to 
find a new regulation to tighten its 
control over TV repair costs. 

Under a special order issued last 
weekend, all repair services, in- 
cluding TV shops, are required to 
post ceiling prices on a standard 
OPS form. Previously, each com- 
pany was free to use any form it 
wished. 

At a meeting with repair people, 
OPS suggested that the industry 
consider a special price regulation 
which will peg repair prices to 
standard rate manuals. At the 
present time, each shop bases its 
prices on the rates it charged early 
in 1950. OPS says there have been 
reports that consumers have no 
way of checking the accuracy of 
repair charges. 

Repair people told OPS it ought 
to step up its enforcement pro- 
saTam. 


Buys CBS Radio Show 


North American Van Lines, Los | 
Angeles, has signed for partial | 
sponsorship of “CBS Newsroom, | 
Sunday Desk,” on the Columbia | 
Pacific Radio Network. Sponsor- | 
ship for the show, which is heard 
5:30-6 p.m., Sundays, is shared by 
“alifornia Packing Corp. North 
American also sponsors “Let’s Go| 
Hollywood” on 22 CBS Mountain 
stations, Sunday, 1:15-1:30 p.m.} 
Castor & Associates, Los Angeles, 
is the agency. 


Peck Advertising Adds Two 

Peck Advertising, New York, has} 
ippointed Betty Stoddard fashion 
art director and William F. Mc- 
carton general art director. Miss | 
Stoddard previously was with| 
Abbott Kimball Co., and Mr. Mc- 
Carton, with Fletcher D. Rich- 
ards Inc. and Batten, Barton, Dur- | 
stine & Osborn. 


Robert Smock Joins D-F-S 

Robert L. Smock has joined} 
Dancer-Fitzgerald-Sample, New 
York, as v.p. and copy supervisor. 
He formerly was director of com- 
mercials at Doherty, Clifford, 
Steers and Shenfield. 


Advertising Age, November 3, 1952 


How to Sell Cosiebeeks 


in Nebraska and Western lowa 


“Cooking for Two" Sales Record Proves Quick 
Buying Action in World-Herald Women’s Pages 


“Cooking for Two” is a new kind of cookbook, 
researched and written by The World-Herald, to 
help readers lick the problem of getting meals 
for two persons. The price was 50c. It was 
advertised in the Women’s Pages for the first 
time July 20th. 


By October, over 11,500 “cooks” had sent in 
their half-dollars for their copy of ‘Cooking for 
Two”... proving that intense reader interest 
means big buying action when you advertise 
in the World-Herald Food Pages. 


Every day is ladies’ day in The World-Herald 
Women’s Section. It’s the book of knowledge 
for women all over Nebraska and Western Iowa 
when it comes to finding out what to buy in 
food, fashion, home furnishings and household 
maintenance products. 


You too, will reach these responsive women 
when you advertise your products in 

The World-Herald, for this market is rich. . . 
2 billion dollars in buying income. 


gFerald = 


O'MARA & ORMSBEE, National Representatives 
250,328 Daily — 259,140 Sunday 


(Net Paid Circulation for 12 Months Ending March 31, 1952) 


3 out of F Families 


in the * BIG Nebraska-Western lowa market 
are reached by ONE Newspaper 


* 1% million people with 2 Billion Dollars to spend 


Your Heoduel 


Sige RE ee SF 


BET YOUR WIFE WILL WANT ONE TOO... 
If you'd like a copy of this un- 
usual cookbook send a half dollar 
with each request to Maude Coons, 
Women’s Department, Room 234, 
World Herald Bidg., Omaha, Nebraska 
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Epwarp R. Mitton, President 
Jordan Marsh Company 


‘Jordan Marsh is pleased to begin its fifth consecutive 
year with WHDH. Our exclusive fifteen minutes of news 
@very morning 7:30 to 7:45 on this station plays an 
important part of our radio advertising.” 


Francis W. Hatcn, Vice President 
Batten, Barton, Durstine & Osborn, Inc. 
“Our programs for the First National Bank of Boston 
have been on WHDH without interruption during the 


past 24¢ years. This continuing campaign has been most 
effective in helping to promote bank services.” 


ARTHUR G. PLANTE 
Ass’t Vice Pres. Public Relations 


New Haven Railroad 


“Our sponsorship of the radio coverage of the Demo- 
cratic and Republican National Conventions over 
WHDH exclusively was one of the most effective adver- 
tising promotions ever used locally by the New Haven 
Railroad. It was an excellent supplement to our continu- 
ing sponsorship of ‘Hal Clancy Reports the News’ 52 
weeks of the year.” 


hat Leading Ag 


J. Paut Hoac, President 
Hoag & Provandie, Inc. 


“For many years we have bought substantial amounts of 
both program and spot time on WHDH for various 
clients. Listenership figures provide a measure of the 
large and loyal audience that WHDH enjoys. Our own 
experience proves its responsiveness, measured by out- 
standing sales results.” 


Ratpu Carey, WV. E. Manager 
Shell Oil Company 


“Shell Oil Company has sponsored five-minute news 
programs at least twice daily over WHDH for the past 
five years. When motorists drive in to service stations 
with requests for the products advertised, we know 
WHDH is producing.” 


encies Think § 


Jerome O'Leary, President 
Jerome O’Leary Advertising Agency 


“We find that Boston radio, used intelligently, will pro- 
duce more customers per advertising dollar than any 
other medium. Our agency’s radio billing is among the 
highest in New England. More advertising dollars are 
placed on WHDH than on any other individual radio 
station.” 
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ARTHUR J. CHANTER 
New England Regional Manager 
‘Studebaker Corporation 


—_ “Studebaker’s sponsorship of the 6:00 P.M. news 
nightly over WHDH is now in its fifth year. Such lon- 
gevity would never have been possible without the full 
support of individual dealers. Nor would that support 
have been forthcoming but for the demonstrated value 
| of the program.” 


j Joun C. Down, President 
John C. Dowd, Inc. of Boston 
Dowd, Redfield & Johnstone, Inc. 
of New York 


“Placing business from New York as well as Boston, our 
agency realizes the stature of WHDH as one of the 
country’s leading independent stations. We feel it is an 
extremely effective vehicle in any local advertising 
campaign.” 


850 KILOCYCLES + 50,000 WATTS - BOSTON 


H. Guson, President 
Washburn Candy Corporation 
“The Washburn Candy Corporation has made great 
strides in the promotion of its Waleeco Cocoanut Bar; 


in this, WHDH has played a major role. Our program 
sponsorship is now in its fourth year.” 


About Boston’s Leading Radio Station 


Gasriet M. Stern, Exec. Vice Pres. 
Hirshon-Garfield, Inc., Boston 


“Our numerous weekly radio programs on WHDH have 
all done effective jobs for our clients in the food, cloth- 
ing, houseware, and luxury product fields by creating 
strong New England consumer demand for the clients’ 
products, at a comparatively small cost.” 


WHOR 


Ratston H. Corrin 
Director of Advertising and 
Sales Promotion, Consumer Products 
Radio Corporation of America 
RCA Victor Division 
“WHDH’s promotion for 45 rpm records helped 


. spearhead our national campaign. Their ideas, follo 
through, and cooperation have been outstanding.” 


ph BREE AES EE, 


A ne eee One 


Grorce C. WisweELL, Treasurer 
Chambers & Wiswell, Inc. 


“WHDH and Curt Gowdy make a great sports team. 
We are currently sponsoring a very successful sports pro- 
gram on WHDH five nights per week for the Chevrolet 
Dealers Association.” 


ae 
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Launches Super Anahist Tablet Department Store Sales... 


Anahist Co., Yonkers, N. Y., is 
introdueing what it calls the first 
proprietary cold tablet to contain 
vitamin C, Super Anahist. This is 
the third cold tablet to be mar- 
keted by the company. The other 
two are Anahist and Hist-O-Plus. 
Super Anahist is being promoted 
through spot announcements on 
about 100 radio stations and 30 
TV stations. There will be some 
magazine advertising. Ted Bates & 
Co., New York, is the agency. 


MODERN ART 
CHRISTMAS CARDS 


An unusual selection, 

ideally suited for 

agencies and their 

clients, Phone Allen Port 

at Delaware 7-3641 for 
showing or drop in at 

Port Studios 

325 W. Huron St. Chicago 10 


Business Up All Over, Even in N. Y. 


WASHINGTON, Oct. 28—For the 
third straight week department 
store sales bettered their 1951 rec- 
ord, the Federal Reserve Board 
reported. 

In the week ended Oct. 4, sales 
were up 5%. In the week ended 
Oct. 11, they were up 7%. And in 
the week ended Oct. 18, they went 
6% over sales in the comparable 
week iast year. 

Some truly remarkable things 
happened in the week of Oct. 18. 
First of all, there wasn’t a loss re- 
ported by any district. Second of 
all, the Second District (New 
York) had a gain of 4%, the first 
time that has happened in many 
months. Even stores in New York 
City came up with a 1% gain. 


® The only sour note was a break- 
even report from the Boston Dis- 
trict, where stores in Providence 


suffered a 16% 
the week. 
plenty of healthy 
increases: 


neapolis. 


Federal Reserve 
District and City 
UNITED STATES 
Boston District 
New Haven 
Boston 
Lowell-Lawrence 
Springfield 
Providence 
New York District 
Newark 
Buffalo 
New York 
Rochester 
Syracuse 
Philadelphia District 
Philadelphia 
Cleveland District 
Akron 
Cincinnati 
Cleveland 
Columbus 
Toledo 


sales decline 
However, 


40% in 


in Augusta, 20% in Cincinnati, 21% 
in Birmingham, and 17% in Min- 


nities for you. 


let HOUSEHOLD 


balance your budget ! 


Household Magazine, Topeka, Kansas 


And with good reason, for more than three 
out of every four (78%) HOUSEHOLD 
Magazine subscribers, own their homes. What's 
more, HOUSEHOLD families live in the 
smaller cities and towns—raise bigger families 
than you'll find in larger metropolitan areas 
...ate mighty interested in remodeling ideas. 


Like bacon goes with eggs, and syrup with 
pancakes, new furnishings, new appliances, 
new major equipment goes with remodeling 
...and HOUSEHOLD gives its readers ideas 
and suggestions that mean selling opportu- 


Miss this potential market, and you miss 
2,100,000 customer families — Add HOUSE- 
HOLD with 80% of its concentration in com- 
munities under 25,000, and you go heavy 
where most other magazines go light. 


Home ideas 
like this Remodeling 
Article make HOUSEHOLD an 

eagerly awaited family magazine 
every month in the year. That's why 
HOUSEHOLD’s circulation is so HEAVY 
in the HOME Towns of America. 
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Louisville 15 11 8 
DEPARTMENT STORE St. Louis Area 26 7 5 
. ss Memphis 19 17 11 
SALES INDEX Be: Minneapolis District 6 17 13 
Minneapolis 3 4 17 
1947-49 equals 100 St. Paul 19 23 4 
Duluth-Superior —5 11 16 
’ Kansas City District 5 . 2 
2e 7 ‘S98 lenve 4 6 
for be = Pte as bi oo Topeka 2 4 —10 
there were eek to Oct. 20, '51*....116 Wichita _ 
’ Week to Oct. 11, '52*....126 Kansas City 2 i? 
dollar volume Wee “ anaes St. Joseph 3 21 i 
Houston, 29% eek to Oct. 13, °51*....117 Oklahoma City ll 7 WwW 
Week to Oct. 4, '52*....116 my . 19 9 = 
oe f ’ allas District 19 = F2 
Week to Oct. 6, °51*....110 Dallas 29 «(O15 6 
ee > sat El Paso 24 13 13 
oPreliminary. Fort Worth 6 12 4 
% Change from ‘51 ‘Not adjusted seasonally. Houston 23 11 40 
Week Ended ’ San Antonio 9 16 2 
Oct. Oct. Oct. ———_ - San Franciseo District 5 ra 
4 1 18 Los Angeles Area 10 20 15 
5 r 6 Downtown 
1 6 « Erie 2 12 5 Los Angeles 7 i 1 
—5 2 —1! Pittsburgh 0 6 5 Westside 
2 6 Richmond District .. 2 rs 1 Los Angeles 5 17 11 
-5 11 10 Washington 2-2—i Oakland —2 12 13 
7 1 — Baltimore 6 14 2 San Diego 7 27 1 
3 14 —16 Atlanta District 8 ri3 7 San Francisco 4 2 0 
— —- 4 Birmingham 19 19 21 Portland —8 6 5 
—12 11 12 Jacksonville —# 13 —6 Sait Lake City 7 -6 9 
7 2 16 Miami 14 10 . Seattle 2 8 —2 
—2 —7 1 Atlanta 11 ll ll Spokane —10 3 —1 
6 r—2 3 Augusta 26 24 2\— 
0 r5 12 New Orleans 8 15 10 rRevised. 
4 rt 1 Nashville 14 6 9 *Data not available. 
-l r—4 —1 Chicago District 5 ry ; 
‘ x 6 Chicago 4 + P - 
7 15 13 Indianapolis 15 1 3 Sylvania Electric Products 
—3 8 20 Detroit 2 7 10 H 
;. <3) oe *  .3 .'3 Appoints Nulle Ad Manager 
9 5 1 St. Louis District .. 20 i x Charles W. Nulle, formerly ad- 
25 18 6 Little Rock —! 25 15 


vertising manager of the coated 
products division of Interchemical 
Corp., New York, 
and prior to that 
assistant to the 
sales promotion 
manager of Na- 
tional Carbon 
Co., division of 
Union Carbide & 
Carbon Corp., 
New York, has 
been appointed 
advertising man- 
ager of the light- 
ing division of 
Sylvania Electric 
Products Ine., New York. 

Mr. Nulle will supervise adver- 
tising for Sylvania products made 
in the lighting division’s seven 
plants in Massachusetts, Maine, 
Pennsylvania and West Virginia. 


Charles Nulle 


Purr Awards Announced 

Third annual Purr Awards to 
advertisers and publications for 
outstanding artistry and humanity 
in use of cats for advertising and 
magazine covers will be made by 
the Empire Cat Club during the 
36th annual championship cat 
show, Jan. 8-9 at the Hotel Roose- 
velt, New York. Advertisers of 
cat products are not eligible. 


Klaus Joins Phil Edwards 
Robert L. Klaus, formerly a 
member of the public relations 
staff of WCAU, Philadelphia, ana 
before that managing editor of TV 
Digest, has joined the staff of Phil 
Edwards & Associates. Philadelphia 
television packager and producer. 
He will have charge of publicity 
and promotion for Edwards and for 
American Records, a subsidiary. 


| Seventh? Meguies 
is tops by far in the 
| AGE OF 

ACCUMULATION 


ROM 26 to 35...the 

Age of Accumulation @ 
... people buy the most! J 
These are the years that §f 
they buy or build homes, 
furnish them, enlarge 
them to accommodate 
their growing families. 
They are the biggest 
buying years! Parents’ 
Magazine has the high- 
est percentage of women 
readers in these years— 
56.5%, as compared with 
an average of 
only 34.4% for 
Women’s Maga- 
zines, and only 
33.3% for Gen- 
eral Magazines. 


THIS SEAL 
UPS SALES! 


PARENTS’ MAGAZINE 
1,100,000 Circulation 
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PR ONT comes. 


SS SS DOS Marae 


cos. 


...when we create your 


adventining at the point of sale 


May we have a representative call? W rite 
Chicago Show Printing Co., 2040 \. Kildare, Chicago 39; 
400 Madison Ave., New York. Offices in principal cities. 


¢ Lithographed displays for indoor and outdoor use 


* e 
¢ Cardboard Displa * Cloth and Kanvet Banners and Pennants + Mystik Self-Stik Labels 
¢ Animated ee « Mystik Self-Stik Displays * Econo Truck Signs Hidvertising at the POINT-OF ad SALE 


¢ Stanzall Outdoor Signs * Mystik Can and Bottle Holders * Booklets and Folders 
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The Fabulous Southwest 


: The Nation's Largest Trade Territory 
+ ae EL PASO is the largest city 
between Fort Worth and 
Los Angeles, Denver and 


San Antonio. 


NARTB Adds 3 TV Stations 
KFEL-TV, Denver; WWLP, 
Springfield, Mass., and KDUB-TV, 
Lubbock, Tex., have become mem- 
bers of the National Assn. of Ra- 
dio and Television Broadcasters. 
All three new members are sta- 
tions authorized since the lifting 
of the “freeze” by the FCC and 
are the first “post-freeze” stations 
to join the association. Their join- 


ing brings NARTB’s television sta- | 


tion membership to 93. 


Advertising Age, November 3, 1952 


MAB Analysis of Average Ad Expenditures 
Includes Network Radio and TV This Year 


New York, Oct. 28—Individual | covering more than $558,000,000 of 
products and services advertised | advertising appearing during ’51 
in magazines and Sunday supple-|in general magazines, national 
ments in 1951 totaled 13,729 for | farm magazines and Sunday news- 
an average expenditure per ac-| paper supplements. This compares 


me 


count of $40,600. 
In radio, 625 accounts had an 
average expenditure per account 


of $279,500. In television, 447 prod- 

uct campaigns averaged $286,300. 

KFEL Separates Sales These facts are among the high- 
John J. McEniry has been ap-jlights presented in the Magazine 


inted national and local commer- rertisi ’ i 

Two Separate Newspapers — One Low Rate Buys Both pointed na Advertising Bureau’s special an- 

Ti KI p H ld P pe gg A magn alysis of Publishers Information 

Che El Paso ues : aso erald-rost been named KFEL-TV national 1981, just rw en ee 

An Independent New A Seri Howard Newspa sales manager. The appointments “— ? 

“ a — Evening _ are part of a move to separate ra- It is a complete analysis of ad- 

; dio and television sales activities. | vertising in geographical terms, 
hh 
‘* 2 
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NEWSPAPER CIRCULATION 


209,229 
320,864 


DAILY 
SUNDAY 


e _ The SYRACUSE 


ALL BUSINESS 


HERALD JOURNAL — POST STANDARD 


(Evening) 


; _ (Morning) ee 


mUUglt = HERALD-AMERICAN POST-STANDARD 


(Sunday) 
GENERAL ADVERTISING REPRESENTATIVES 


(Sunday) 
MOLONEY, REGAN & SCHMITT 


| with the 1950 figure of $506,000,- 
000. 


® Included in the analysis as a 
new feature this year is a similar 
analysis of the $303,000,000 of ad- 
| vestiging on network radio and 
network TV. 
Assignment of accounts in the 
|analysis is on the basis of the ad- 
| vertiser’s location as shown on the 
| advertisement. 
| The MAB study shows that out 
lof the grand total of $558,000,000 
|in magazines and newspaper sec- 
|tions, New York City accounted 
for slightly over 30% of the dollar 
| total, about the same, percentage- 
| wise, as in 1950. 

About $1 in every $10 is placed 
by Chicago advertisers, who rank 
| second. Detroit is third with near- 
\ly 5% of the total. Sixteen cities 
|or metropolitan areas account for 
/more than $4,000,000 each, totaling 
nearly two-thirds of the national 
advertising dollar volume. 


# In number of individual prod- 
ucts advertised, New York City’s 
proportion remains about 30% of 
the national total, or 4,055 prod- 
ucts or services out of the grand 
total of 13,729. The average New 
York City or Chicago account 
averaged about $42,000 of adver- 
tising in ’51, up $2,000 over 1950. 

The average Cincinnati account 
was about $95,000 against $86,000 
in ’50, and in Detroit the average 
advertising per product in ’51 was 
about $115,000. 

The following tabulation gives 
MAB ’s figures for the top ten cities 
in millions of dollars of advertising 
and in number of accounts. The 
figures cover magazines and news- 

| paper supplements only. 


$ Volume % of No. of 
City (in Millions) U.S. Products 
New York .......$169.8 30.4 4,055 
Chicago ...... 51.2 9.2 1.115 
Detroit .. - 26.1 47 226 

| Cincinnati .. 15.1 2.7 158 
i ee 6ss6006 Ue 2.0 291 
Philadelphia .. 10.5 19 257 
Minneapolis- 

Rt Fer 10.3 18 229 
Pittsburgh ...... 10.1 18 153 
Akron ..... . 86 15 563 

7.9 14 179 


Cleveland 
' 


|Domil Pushes Fabric Finish 

| A new four-in-one fabric finish, 
to be known as KL4, will be fea- 
tured in campaigns directed to the 
consumer and trade in Canada by 
| Domil Ltd., Montreal. Protection 
against moths, water, creasing and 
non-oily stains is offered with the 
presentation of spring fabrics. Con- 
sumer advertising comprises full- 
page color ads in three major 
weekend newspapers, and four- 
page full-color inserts and b&w 
spreads in national trade publica- 
tions. Anderson, Smith & Cairns, 
Montreal, is the agency. 


Standard Toch Names Basford 

Standard Toch-Chemicals Inc., 
Staten Island, has appointed G. M. 
Basford Co., New York, to direct 
its advertising. A complete mer- 
chandising program is planned for 
the paint and varnish manufactur- 
|er, including consumer, industrial 
and export promotion, planned 
| publicity and point of sale promo- 
| tion. Lucerna Co., New York, pre- 
viously had the account. 


Promotes Ben Parsons 

Hunting & Fishing, Chicago, has 
promoted Ben J. Parsons to pro- 
{motion director, assisting R. Bo- 
lander-Olson, advertising and sales 
promotion manager. Mr. Parsons 
was an advertising salesman for 
the publication. 


Superior Tube Co. Boosts 2 


William O. Nussear Jr., advertis- 
ing manager of Superior Tube Co., 
Norristown, Pa., has been promoted 
to sales promotion manager. His 
assistant, Donald W. Titlow, has 
been advanced to succeed him. 
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... Step right up folks! 


e It makes a big difference who issues that invitation. 


e Each month, to several million families, we convey an 
invitation to buy and try the products and services of an 


ever-growing list of advertisers. 


e Our job has been made easier by Country-Side* market 
prosperity and by the fact that our huge circulation is com 
paratively unduplicated by general magazines and TV. But 
most of all we are successful because we have earned the 
contidence and the affection of Country-Side families 


e We cover the Country-Side market as no one else can 
for we editorially serve Country-Side families, farm and 


non-farm, as no one else does 


e To help you reach and sell the farm families of the Country- 
Side market we built the largest and most successful farm 
magazine in America—FARM JOURNAL 


e To meet the non-farm interests of Country-Side fami 
lies we developed the only dual appeal magazine which 
majors in the non-farm side of the Country-Side market 
— PATHFINDER 


e Like the people of the Country-Side market, farm and 
non-farm, PATHFINDER and FARM JOURNAL belong side-by 
side. Now you can buy them that way—a 4-million package 
buy at a package price—the Country-Side Unit—a powerful 
approach to the best families in America’s most important 
market place 


% The 19 million families, more than 
half the people of America, who live in 
trade centers of less than 10,000 po Ni Pathfinder { 


lation, in crossroads villages, down 


country lanes and on farms 


Farm Journal, Inc. 


Washington Square 
Phila. 5, Pa 


GRAHAM PATTERSON, Publisher 
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us today and get yours. P.§. We're pretty sure we can top the photo-engraving 


® You'll give this handy gadget a choice spot 


in your top drawer — use it every day! Gives you 
not only the full gray scale, but also the corre- 
sponding tone values in standard red, yellow and blue. Write 


results you're now getting — especially on color process work. And the sooner 
you let us prove it the better you'll like it. 


LECT SIG. ric 
\ Vow. Ceegravene 


—— 
MEMBER oF CHICAGO PHOTO-ENGRAVERS ASSOCIATION 
ELECTRO-MATIC Engraving Company, Inc. 10 WEST KINZIE ST. + DElaware 77-1277 
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DeSoto Sets Big Budget for Introduction 
of New Model; Plans Teasers in 3 Media 


Detroit, Oct. 28—The DeSoto 
Division of Chrysler Corp. will 
spend about $1,000,000 to intro- 
duce its new line of passenger 
ears on Nov. 12 and 13. 

That is indicated in a statement 
by A. vanderZee, v.p. in charge of 
sales, who said that Chrysler 
Corp. will spend $3,000,000 to $5,- 
000,000 in advertising in introduc- 
ing its line of four cars. 

Following a series of cartoon 
teaser ads in newspapers, radio 
and television, DeSoto will place 
1,000- and 1,500-line ads in 3,500 
newspapers on the afternoon of 
Nov. 12 and morning of Nov. 13. 

Television announcement will 
be made on the Groucho Marx 
TV show on Nov. 13. 


® The first series of newspaper 
ads will be on a co-op basis with 
the company’s dealers and will be 
followed on Nov. 16 by a factory 
ad in 3,500 papers. This insertion, 
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Comparison of Oregonian and Journal tora: 
lineage figures, first 8 months, 1951 and 1952 


Ve fe 
‘ more than ever the Oregoni GIN is your best buy! 


Total Daily Circulation 223,688 31,493 more than the 2nd Paper’); 
» Total Sunday Circulation 285,112 (72,938 wore than the 2nd Paper!) 


Represented Nationally by MOLONEY, REGAN & SCHMITT, Inc, 


too, will range from 1,000 to 1,500 
lines. 

Following the announcement, 
DeSoto ads will appear in full col- 
or in magazines. A spread will run 


in The Saturday Evening Post 
with page ads appearing in Col- 
lier’s. Life, Look, The New 


Yorker, Newsweek and Time. 

Trade publications which will 
carry DeSoto advertising include 
Automotive News, Motor, Motor 
Age, Motor West, Southern Auto- 
motive Journal and NADA Maga- 
zine. 

The DeSoto story will appear 
on some 14,000 outdoor boards on 
Nov. 13. 

While no budget figure would be 
placed on the 1953 announcement 
and followup promotion, company 
spokesmen did say it represents 
the most expensive enterprise of 
its kind in DeSoto history. 


® Radio and television spot time 
is being purchased where possible, 
and plans call for a saturation of 
spots on Nov. 12 and 13. 


Wendy Barrie, Arlene Francis, 


|Groucho Marx and George Fenne- 


man will be seen on TV and heard 
on radio teasers preceding the an- 
nouncement splurge. 

The DeSoto account is handled 
by Batten, Barton, Durstine & Os- 
born. 


ANPA Elects Committee 

Newly appointed members of 
the mechanical committee of the 
American Newspaper Publishers 
Assn. include the following: W. E 
Gibbons, chairman, Chicago Her- 
ald-American; John L. Blake, 
Scripps-Howard Newspapers; 
Louis G. Buisch, Tribune, Hornell, 
N. Y.; Henry J. Conland, Hartford 
Courant; Leven T. Deputy, Dallas 
News; Harry Eybers, Washington 
Post; Leslie J. Griner, Knight 
Newspapers: Fred E. Gross, San 
Francisco Chronicle; Shields John- 
son, Roanoke Times & World- 
News: Stephen J. Lambert, Brook- 
lyn Eagle; Charles R. McGuire, 
Minneapolis Star & Tribune; Jo- 


seph E. McMullen, Milwaukee 
Journal; John W. Park, Chicago 
Tribune; W. Watson Southam, 
Southam Co., Montreal; Reginald 


Tranter, Boston Herald & Traveler, 
and Earl R. Weiskittel, Youngs- 
town Vindicator. 


Paul Brown Named A. M. 
of ‘United Nations Werld’ 


United Nations World, New 
York, has appointed Paul K. 
Brown advertising manager. Mr. 
Brown has been 
assistant adver- 
tising manager 


of the publication 
since February. 
He formerly was 
general manager 
of Fred Smith & 
Co. Prior to that, 
he was account 
executive in pub- 
lic relations for 


Young & Rubi- 
cam. His ap- Poul K. Brown 
pointment fills a 


post that has been vacant for more 
than a year 


WOW-TV, Omaha, Expands 
WOW-TV, Omaha, has begun a 
$120,000 improvement and expan- 
sion program. Eventually, the ex- 
pansion will boost the station’s 
power to 160,000 watts. The first 
phase of the program, which will 
boost the WOW-TV power from 
17,200 to 28.000 watts, has already 
received FCC approval, and will 
be in effect on Nov. 5. The secund 
phase, which will bring the power 


up to 100,000 watts, awaits ap- 

proval. 

‘Factbook’ Carries Ads 
Television Factbook, published 


semi-annually by “Television Di- 
gest,” Washington, will carry ad- 
vertising for the first time in its 
16th edition, which will appear 
Jan. 15. “Television Digest,” a 
weekly newsletter, will continue 
adless. 
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It's Time for a 
Change in Space 
Selling: Barbour 


NEw York, Oct. 28—Space sales- 
men of business papers should take 
a new look at their selling methods. 
It’s time for a change. 

That’s what Robert J. Barbour, 
advertising manager of Bakelite 
Co. division of Union Carbide & 
Carbon Corp., told members of the 
Eastern T. F. Club yesterday. 

With competition becoming more 
strenuous, and changes taking 
place in most industrial companies 
for more effective selling, Mr. Bar- 
bour said, publishers and adver-| 
tising representatives of business 
papers will have to make a new! 
appraisal of their own selling 
methods. 

Business paper representatives 
should stop thinking of themselves 
as space salesmen, he said, and 
think of themselves as account ex- 
ecutives, whose job is to help cli- 
ents develop more business. Put 
selling on an intensive basis, he 
urged. It has been the custom to! 
make it extensive, to cover as’ 
many prospects as possible. The 
time has come to weed out un- 
profitable accounts and intensify 
efforts on those that really pay off, 
he said. 


® The problem of every company, 
business papers included, Mr. Bar- | 
bour said, is to capture a larger 
share of the business volume in its 
field. This scramble for the avail- | 
able, profitable business calls for | 
more intensive selling, and letting | 
some of the fringe business go. | 
Selling advertising is a continuing | 
job, he declared. It has to be done 
all year, not just at the time when 
the budget is being prepared or | 
when a media list is being made up. | 

More and more, he commented, 
the business paper advertising rep- 
resentative will have to become | 
a publishing consultant, and help | 
advertising managers prepare the | 
type of advertising that will be | 
most effective in the field served | 
by the space salesman’s publica- 
tion. 

Getting a contract isn’t enough, | 
Mr. Barbour pointed out. It should | 
be serviced to the fullest extent, | 
so that an advertiser will get the 
maximum benefit from his adver- 
tising. 


@ Asked what his yardsticks are 
for measuring advertising effec- 


tiveness in business papers, Mr. 
Barbour listed three: inquiries; in- 
dependent research by his own 


staff of various publications’ value 
to his company, and analyses of 
Starch reports. 

But, he emphasized, inquiries in 
themselves are not the be-all or 
end-all of testing an advertise- 
ment’s effectiveness. An inquiry is 
merely an indication of possible 
sale. A lot has to be done before a 
sale materializes. Following up in- 
quiries can be a fruitless task. 
Every company should work out a 
system suitable for itself so that it 
can winnow out the wheat from the 
chaff. 


Promotes Kenneth McHugh 

V. Kenneth McHugh, with the 
company since 1950 as a technical 
service representative, has been 
promoted to advertising and sales 
promotion manager of Rinshed- 
Mason Co., Detreit maker of auto- 
motive and industrial lacquers, 
enamels and other finishing prod- 
ucts. 


Appoints Lewis & Gilman 
Keystone Readers’ Service Inc., 
Philadelphia door-to-door maga- 
zine subscription service specialist, 
has named Lewis & Gilman, Phil- 
adelphia, to handle its advertising. 
Keystone is national sales agent 
for more than 40 publications. It 
has 58 regional offices. | 


|of Lancet Publications Inc., 


1952 


Newspaper Ad Execs Elect 

W. E. Sotherland, advertising di- 
rector of the Journal Tribune, 
Sioux City, Ia., has been elected | 
president of the Midwest News- | 
paper Advertising Executives 
Assn. Other officers elected are 
Roy McKinney, Times Herald, 
Dallas, v.p. and E. D. Ward, 
Headlight and Sun, Pittsburg, Kan., 
secretary-treasurer. 


Promotes Curtis Booth 


L. Curtis Booth has been pro- 
moted to v.p. in charge of P. & F. | 
Corbin sales for American Hard- | 
ware Corp., New Britain, Conn. 
maker of Corbin and Russwir 
builder’s hardware. He succeed: 
Earle V. Pomeroy, who has retirec 
after 29 years of service. 


Lancet Names Rollins 

Harrison M. Rollins has been ap- 
pointed New York representative | 
Min- 
neapolis publisher of The Journal- | 
Lancet, Neurology and Geriatrics. | 


the magazine of APPLIANCE AND 
METAL PRODUCTS MANUFACTURING 
.. from raw metal to finished product .. 
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Enemy ov 
Bass No your Advertising Career 
Where U. 
Lie Close 
Since graduation last June, you and many other young men and women have 
aot begun an apprenticeship in a thousand agencies and advertising departments. Blessed 
yo rag with genius, perseverance, and personality, you number among you the future greats of 
— — this fascinating, demanding business. 
eve . . 
world war n Every bit of information will be grist to your mill. Here are a few facts about a pub- 
potty ~ lication that may puzzle you at first sight. You have never seen it on a campus newsstand. 
& ae vl In fact, if you are city born and raised, you probably have never seen it anywhere. 
Ee . Yet, to several million Americans—in a great market for the goods you will promote— 
pom ed it is a vital, forceful medium. It is GRIT. 
homeland 
Bt = GRIT is the sturdy and sole sur- an unusually effective copy testing service. Your 
— vivor, among many monthlies and boss is anxious to have your ideas. At very small 
have been | If you are weeklies, of a circulation method cost, GRIT is an excellent place to test them for 
reba i once widely used. A corps of 30,000 size and strength. 
Sane tne ee sell GRIT each week in 16,000 
ir, all- . ee ee : 
will, reheat MEDIA eee vere. Pee ee Though GRIT does not claim to 
as sales, at 10% per copy. Sindy of If influence all of the 20% of America 
ney, Australi = |_ J various ABC pink sheets will show you are yi geen oie ert a ieee. 
Beige | you that GRIT induces no subscrip- now in ome aller ggg Poca how ae 
band was a b tions through premiums, and carries no subscriptions eee oo ° 
pone hn in arrears. Total circulation is over 675,000—with M'CHANDISING a er male oe 
‘ Mise Glerse 75% in towns of less than 2,500 population. ‘and RESEARCH cuney poeple os the canine’ city 
irs ime Wi re s 
= : ; : Leaneemeanl populations of Milwaukee, Colum- 
she was mart As you study type, engravings, ink bus, Washington and Seattle. The 
—_- and presswork, you come to “4 extent to which GRIT Families buy advertised 
THE “M. “M, If you are o— pipe a tg Ps 4 brands is worth your study in the annual GRIT 
now in Se eee 4a . * Consumer Survey. 
Voter Modern typography, crisp blacks, 
PRODUCTION sharp cuts, and clean impressions 
C ‘ give GRIT a technical perfection Note that the generous apportion- 
se that is attractive in appearance, It ae ment of editorial matter to adver- 
By WILL! rovides an effective frame for you | tising is in sharp contrast to most 
ta P 
oni on advertisements, and makes for easy reading. how a magazines or newspapers. No ad- 
ye goers in JR. ACC'T. vertisement, no matter what its size, 
quences, and Study the simplicity with which the EXECUTIVE is slighted. Sales of products sold 
a. me editorial matter of GRIT is written, through regular channels are easily 
has been out! If you are Don't be deceived into thinking checked through the annual ‘Sur- 
ee now in that GRIT readers don’t understand > _ vey. Mail order results come quickly 
Gen. Dwi two-dollar words! They do, but 70 after insertion of advertising. In either case, you are 
Fal as on COPY years’ experience tells our editors in a position to give prompt, adequate service to 
sweep out that a plain, unvarnished style is your accounts, and prompt profitable sales at 
acministratio small cost. 
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men with political influence, 
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In New York, Chicego, Detroit 
or Philadelphia, call 
Scolaro, Meeker and Scott. 
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and underworld characters 


an have been 
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man. General 
J. Howard McGrath fired Morris. 


Whatever your ultimate niche in the advertising business, your advancement depends on 
your value to your employers. The knowledge that “GRIT sells for its advertisers” is a 
step in your upward path. 
Any GRIT representative will gladly match his time against yours to go into detail on 
any or all of these points. 
On the Pacific Coast, 


call or write Doyle & Hawley 
in Son Francisco or Los Angeles. 
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take DRUG, for example... 


American Chicle, Emerson Drug, International Cellucotton, Lewis-Howe, 
McKesson & Robbins, Mennen, Miles Laboratories, Personal Products, ; } 
Pharma Craft, Whitehall Pharmacal use Quick. Here’s why: | 


Quick devotes more editorial pages to health than Quick gets cover-to-cover readership by men 
any other major weekly. This content attracts health- and women. And every ad is a full page with 
conscious families, drug advertisers’ best prospects. maximum visibility wherever it appears. ) : 
Quick readers earn more ‘median family income Quick's cost per thousand ($1.90) is by far the 


$5,262) than readers of Life, Look, Post or Collier’s. lowest in the major weekly field. 
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Ross Joins Talent Agency 
Wallace A. Ross, formerly pub- 
lisher of “Ross Reports on Televi- 
sion,” has joined the TV-radio de- 
partment of Music Corp. of Amer- 
ica. He will work out of the talent 
agency's New York office. 


Peters Named Sales Manager 

L. L. Peters has been appointed 
sales manager of gas ranges by 
Magic Chef Inc., St. Louis. This is 
a new position 


Derus Associates 


THE LEADER IN RAPID PRO. 
DUCTION AND _ EFFECTIVE 
DISTRIBUTION OF RADIO RE- 
LEASES AND NEWS MATS. 


Home Office 14 West Lake St. 
CHICAGO 1 


At Manhattan College Symposium... 


R&R's President Says America Will 
Keep On Living Out of Packages 


New York, Oct. 28—In the 
“America to be,” marketing will 
have to distribute enormously in- 
creased quantities of goods and 
services, manufacturing must con- 
tinue to have freedom of choice 
and opportunity, air transporta- 
tion will make great use of the jet 
engine, and television will give the 
new generation an understanding 
of its time beyond the scope and 
understanding of any individual 
of the past. 

These are some of the highlights 
of a centenary symposium on “The 
America to Be,” held at Manhat- 
tan College last week. Part of the 
college’s celebration of its found- 
ing 100 years ago, the symposium 
featured four men prominent in 
their respective fields. 


“An infinite procession of new 
products and new services” and an 
era of “packaged living” was pre- 
dicted by Frederick B. Ryan Jr., 


president of Ruthrauff & Ryan, 
who spoke on the role of mar- 
keting. 

“Flip the pages of any magazine 
today,” he said. “Approximately 


half the products advertised were 
either unknown to commerce a 
generation ago or were known 
only in a form about as closely re- 
sembling the present as a square- 
rigged ship resembles the new 
liner U.S.S. United States. This 
trend will continue, probably at an 
accelerated pace. 

“Furthermore, we are heading, 
whether we like it or not, into an 
era of packaged living. As of to- 


Advertising Age, November 3, 1952 


day, there is almost nothing the 
ordinary man or woman needs to 
have made individually to order.” 


@ We wear ready-made clothes, 
drive standard-model cars, ride in 
fixed-route buses or subways, live 
in ready-made dwellings and sleep 
on trademarked sheets and mat- 
tresses, Mr. Ryan noted. 

“Indeed, except in the matter 
of food, where, thank God, we can 
still get home cooking, most of us 
will live the next 24 hours, to all 
intents and purposes, out of pack- 
ages. And this tendency will con- 
tinue increasingly in the next 24 
years and I suppose in the next 
2,400,” he said. 

The agency president differen- 
tiated between packaged living 
and “standardized, regimented liv- 
ing. In our present life, largely 
packaged as it is, we have in- 
finitely more variety, color and 
choice than our grandfathers had. 
To provide this richness of selec- 
tion is as important a function of 
marketing as to make goods easily 
and conveniently available. And 


63-year-old McCormick & Co. is another famous 
Baltimore concern that helps make the Nation's 
6th Largest City bigger and richer than ever. 
Henry Volkman works in the traffic department 
at McCormick, shipping the many fine products 
of the world’s largest spice and extract house 
throughout the United States and to more than 


eee i 


40 other countries. 


Thanks to the multiple 


management system in effect for two decades in 
this progressive firm, Henry helps solve com- 
pany problems and shares in the profits he helps 


to earn. 


Henry Volkman has worked at McCormick 


since 1943. 
bigger and richer. 


He is helping to make Baltimore 


Like many of Baltimore's 


well-paid workers, Henry and his wife are home 
owners, car owners, and eager for new products 
to make life fuller and rich. Baltimore has half 
a million more like Henry . . . prime prospects 


for your products! 


Baltimore workers have unlimited horizons . . . 


they think big, act 


big, buy big! More than 


500,000 steadily employed, industrial workers 
plus ever-expanding payrolls and paychecks 
make Baltimore a real “buy-word”™ in the nation’s 


market place. 


You can sell more than half of 


Baltimore's families by advertising to the largest 
evening and Sunday circulation of The News: 


Post and American. 


McCormick & 
Build a 


| Henry Volkman 
] and 


Co. 


Baltimore News-Post 
ad American 


Represented Nationally by Hearst Advertising Service 


in this, marketing will be particu- 
larly important—as it is now—be- 
cause of its influence on design 
and pattern of goods and services 
offered for sale in competition.” 


® Because of the complex role 
marketing will play in the world 
of tomorrow, and because it will 
be impossible to mechanize the 
field, Mr. Ryan predicted that 
“marketing may well become the 
field of greatest promise for the 
able men of tomorrow.” 

Substituting for President Jo- 
seph H. McConnell, Sylvester L. 
Weaver Jr., v.p. in charge of ra- 
dio and television networks for 
the National Broadcasting Co., 
gave the audience a glimpse into 
communications of the future. 

“Television will be the primary 
means of communication of news, 
ideas, entertainment, culture. It 
will be in color, and in my opin- 
ion on a compatible basis, which 
means that all sets can view all 
shows without change. 


® “Radio will continue to be an 
|important part of the communica- 
| tions system. Planned and pro- 
| grammed together, radio and tele- 
| vision will reach all homes, will 
|offer both a family attraction plus 
awe personal services to meet the 
requirements and wishes of each 
| member of the family.” 

Discussing the NBC communi- 
cations center, on the planning 
boards for the past two years, Mr. 
Weaver predicted, “It will not be 
long before it will be impossible 
for anyone to say anything of sig- 
nificance without that statement 
in words and pictures in its true 
setting being placed on file for in- 
stantaneous re-use on television 
when relevant.” 


@ Other speakers on the sympo- 
sium were Thomas Roy Jones, 
president of Daystrom Inc., who 
spoke on freedom of choice for 
the customer and manufacturer in 
the world of tomorrow, and C. R. 
Smith, president of American Air- 
lines, who touched on the develop- 
ment of the gas turbine. 


Promotes Shellzone in Canada 


Shell Oil Co. of Canada, Toronto, 

is using 1,000-line ads in 50 daily 
| newspapers from coast to coast to 
| promote its Shellzone anti-freeze 
in Canada. This will be followed 
by a series of smaller ads. Copy 
|offers a dashboard thermometer 
| free. Outdoor posters and service 
Station posters carry similar 
copy during October and Novem- 
| ber, in addition to newscasts over 
| 21 radio stations. J. Walter Thomp- 
}son Co., Toronto, is directing the 
| promotion. 


Two Name Alport & O'Rourke 

Alport & O’Rourke, San Fran- 
cisco and Portland, Ore., has been 
appointed to handle advertising 
|and publicity for Marvic Inc., 
manufacturer of the Marvic tool 
holder. The agency also has been 
named to handle public relations 
and publicity for the San Fran- 
cisco convention of the American 
Society of Civil Engineers, March 
3-6, 1953 


Belcher Shifted to Toronto 


Eric George Belcher, formerly 
with the Capetown, South Africa, 
office of J. Walter Thompson Co., 
has joined the JWT Toronto of- 
fice in a senior creative capacity. 
Mr. Belcher formerly was in 
charge of publicity and advertising 
for the Irish Hospital Sweepstake 
in Dublin, and has been associated 
with British advertising agencies. 


Sessions Clock to LaRoche 


| Sessions Clock Co., Forestville, 
|/Conn., has appointed C. J. La- 
Roche & Co., New York, to direct 
advertising for its clock division, 
effective Jan. 1. Horton-Noyes, 
Providence, has the account at 
| present. 
| Tilds & Cantz Moves Office 
Tilds & Cantz Advertising, Los 
Angeles, has moved to larger quar- 
ters in the Sunset Arts Bldg., 6087 
| Sunset Blvd. 
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AD eh put 


oa Compare advertising media realistically. Dollar for dollar, see what you 
: a get from each of these big five national family magazines. Here are the 
: 7) facts. Remember, too, The American Magazine's wholesome, helpful editorial 
‘ ee character has won the approval and confidence of more than 2,500,000 
een, | ae substantial Hometown Families. These loyal, friendly households buy the 

< bulk of America's merchandise, by brand name, through authorized dealers. 
4 Se Yet, The American Magazine's premium audience actually costs less. 
Ee a 


| TD Fev one dollan-yougel more alae adverisemirt 


EAL PPE POLE ALLE LLL. LO NTI, 


: Collier's 309 a basic measure of advertising 
lg space value. Ask yourself how 
: Ag Look 289 many copies of your advertisement 
ao: P 288 are being distributed per dollar. 
ae aaa The American Magazine you get 
: ue Life 278 17% to 29% more. 
SS fac 0ne dollar A mor pumary audince 
ee - - % And how many people are there in 
ae Collier's 1106 ‘* “Ssusieeaeaaueaet™ the families your advertisement ; 
wey, reaches? Surveys show plainly 
re Look «10,6 ES AAERteentlt that a dollar spent in The American 
Pi -* Magazine gives you a much bigger 
os. BA Post 985 audience—from 18% to 33% more 
5 Nae ante 979 aetna prospects. 
x 
; Fouone dollar- youga mo high umcomed 
k - What kind of people will see your 
f Collier's 217 advertisement? Income is a good 
Me ; index. Per dollar, The American 
Sg Look 199 eatin aS: Magazine delivers you 20% to 37% 
CR fee By Oe ea) more families with incomes over 
ae Post 197 ' , $3000. That's a first class, 
on: ORB URN isi mass market. 


Rene yough mor nek buyend 


4, - 
ae 


Colli fe ene ae | Take automobile owmership, for 
ex's 2b7 instance (and the same is true for 
Post 235 Be a ee td all electrical appliances and labor- 
saving equipment surveyed) --The 
Look 227 Wiaeriowaciten ee American Magazine gives you up to 
1 ae Nene a Se 
Life 218 omeet 


(Graphs based on ABC circulation, B&W page rates and 
national survey by Stewart, Dougall & Associates.) 


The Crowell-Collier Publishing Company, 640 Fifth Avenue, New York 19, N.Y. 
Publishers of The American Magazine, Collier's and woman's Home Companion. 
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Gas Appliance Men Urged to Corner Dryer 


Market Before Electric 


ATLANTIC City, Oct. 30—Gas ap- 
pliance dealers and manufacturers 
were told today to look for in- 
creased sales of automatic clothes 
dryers now rather than in the fu- 
ture. Don Davidson, sales promo- 
tion manager of the dryer division 
of Whirlpool Corp., chided mem- 
bers of the Liquefied Petroleum 
Gas Assn. and Gas Appliance 
Manufacturers Assn. convening 
here for their “wait and see” atti- 
tude. 

The present national saturation 
of clothes dryers at 2.2% today 
represents a terrific sales volume 
of which they are unaware, he 
said. 

If they wait for 6,200,000 dryers 
to be sold by 1957, as has been 
predicted, they will miss the band- 
wagon, he warned 

Mr. Davidson wheeled a full bat- 
tery of facts into position and sent 
his audience reeling beneath the 


Sales Take Lead 


no reason to believe that they will 
not do so, the automatic clothes 
dryer in 1953 will represent 48.9% 
of our anticipated sales volume.” 

He told the group that knowledge 
of certain trends is necessary to 
sell clothes dryers intelligently. 

One of these is that the dryer 
is becoming a non-luxury item. 

A survey conducted last year 
showed that 1.4% of the dryers 
are installed in homes valued at 
less than $4,000 (postwar market 
prices); 10.7% are installed in 
homes valued between $4,000 and 
$6,000. 


s In addition, 23.7% of the dryers 
are installed in homes valued un- 
der $10,000. 

This third group, combined with 
the first and second, means that 
35.8% of the dryers are in homes 
valued under $10,000. 

“There has been a lot of conver- 


sation about the type of homes 
in which television sets were in- 
stalled. I think that we have set 
a better record than television, be- 
cause what type of home can you 
buy for $4,000 or $6,000 today? 

“A $10,000 home today is still 
very definitely a so-called iow- 
price home.” 

He went on to note that 29.1% 
of the dryers have been sold in 
homes valued between $10,000 and 
$15,000, and 17.1% in homes un- 
der $25,000 and the remainder in 
higher-priced homes. 


# Another trend is the gradual dis- 
appearance of the basement laun- 
dry room because of the invention 


and general acceptance of the non- | 


bolt-down automatic washer. 

Last year, he said, 52% of all 
laundry equipment was installed 
either on the first or second floor. 
This included slab-type houses 
in which there are no basements. 

However, the important item, he 
said, is that 18% of the people 
have basements and still prefer 
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to install laundry equipment on 
either the first or second floor. 
He advised the gas dealers to 
display an automatic washer with 
the clothes dryer. If they don’t 


‘care to handle the washer line, 


they should borrow one from an 
appliance dealer for display pur- 
pose. 


@ “We made a survey to see how 
effective advertising was on twin 
units and we made a find which 
we believe will shock you as much 
as it did us...{[We found that] 
84% of the women thought that 
you could only buy a matching 
washer and dryer in electric. They 
did not know it was possible to 
do so with a gas dryer. You cannot 
afford to send that prospective 
customer down the street to your 
competitor because you do not 
show her, you do not tell her, that 
the matching unit is available in 
gas.” 

Mr. Davidson closed his speech 
with this challenge to the dealers: 
“There are two dryers on the mar- 


_ket. Whether it is the electric dryer 

or the gas dryer which takes the 
sales lead is up to you. Which type 
‘of dryer is going to be the leader 
on the market tomorrow. Will it 
/be the electric or will it be the 
gas?” 


'‘Sunset’ Appoints Wallace 

| Lane Publishing Co. Menlo 
Park, Cal., has appointed John E. 
Wallace retail sales representative 
for Sunset Magazine and the Sun- 
set books. Mr. Wallace, formerly 
Life zone manager on the Pacific 
Coast, will represent Lane’s mer- 
chandising, circulation, and book 
department activities, working 
with western department stores 
and other retailers. 


|Wolters Heads Production 
Mark J. Wolters has been named 
production manager of Warner, 
Schulenburg, Todd & Associates, 
St. Louis aggncy. Previously he 
| had worked for McMahon-Horwitz 
and S. G. Adams Co., both St. 
‘Louis agencies, and Hartwig Ad- 
vertising Co., Springfield, Ill. 


heavy barrage. 


s He pointed out that in 12 U. S.} 
dryer markets today, which rep- | 
resent a little over 42% of the | 
potential dryer market, dryers are) 
selling at six to every ten automatic 
washers or better. In two markets | 
they are selling at a ratio of nine) 
to every ten washers. In one town 
—of approximately 75,000 popula- 


eion—the dryers are outselling the 


ashers four to one. 
' There are now 26 different | 
Brand names of dryers on the rmar- | 
Ket, he said. It is definitely known 
that in the near future 15 addi-| 
tional manufacturers will put 
dryers on the market. 
“I would like to use our own 
GOmpany sales to show you ex-| 
tly how important the dryer is,” | 
continued. “In 1949, the clothes | 
ver represented only 5.3% of 
r volume. This is dollar per- 
tage, not unit sales. 


*In 1950, the dryer had jumped 
10.1%; in 1951 to 20.6%, and 

this year to date, it represents 
22.4% or almost one-quarter of 
our sales volume. 

“These figures from a small or- 
@anization would not be of too 
much importance. You must bear 
im mind that these percentages rep- 
résent the world’s largest manu- 
facturer of laundry equipment. 
=~ plans go through as they | 

now scheduled, and there is| 


A smart new idea for 
CHRISTMAS 
gift-giving 
your 
Customer’s Name 


on the label of a 
smart custom-made 


tie! 
We will beautifully 
gift-wrap and mail, 
at no extra charge. 
Finest pure silk 
$350 $500 $650 


< dae ittted . 


Maker of Fine Neckwear for Men 


665 FIFTH AVE., NEW YORK 22, | 
suite 914, Jensen Bidg. 
Phone: Eldorado $-1620 

5 No. WABASH AVE. CHICAGO 2, Ill. } 


our advertising in MILL & FACTORY 


your salesmen must see to sell 
through circulation built the same 
way your salesmen build your 
customer and prospect lists—by 
continuous personal call. A nation- 


One basic job your advertising 
must do, whatever other objective 
it may have, is to keep your sales 
story before the men of many titles 
your salesmen are calling on. 


One publication, MILL & FACTORY, 
is specifically designed to do this 


basic job for you. 


It covers the men of many titles 


wide staff 


of 1,645 men who 


sell machinery and equipment 
to industry make sure MILL & 


FACTORY goes to those who con- 
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trol and influence the buying. 
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Cohen, Paley Buy | 
L. I. Outdoor Firm 


New York, Oct. 28—Controlling | 
interest in Disosway & Fisher, 
Long Island City outdoor adver- 
tising company, has been acquired 
by A. J. Cohen, an attorney and 
accountant of Paterson, N. J., and 
Lee Paley, a cousin of William S. 
Paley, board chairman of Colum-| 
bia Broadcasting System. 

No broadcasting money is in-| 
volved in the transaction, Mr. Co- 
hen told AA. He and Lee Paley,! 
Mr. Cohen said, bought control of | 
the company from the widows of 
the former owners, Mrs. Max Gor- 
don and Mrs. Albina Bloch. The! 
purchase price was not disclosed. 


who has been general manager | 
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JUDGES AT WORK—The farm scene being scrutinized here may provide the illustra- 
tion for one of a series of color ads in the Chicago Tribune for Dean Milk Co., 
Chicago, which staged a contest to pick them. Left to right are Clifford Carlson, od 
manager for Dean; Lee Harriman, also with Dean; Philip Bash, account exec at Leo 
Burnett Co., the milk company’s agency, and Fred Shafer of the Tribune. 


policy changes, Mr. Cohen said, Patterson Appointed A.M. 
® Mr. Cohen will be president of | and it is planned to add personnel 
the company and Mr. Paley sec-| and expand the business as rapid- 
retary-treasurer. Edward Pearson, | ly as possible. 


Prescott Wingate. 


| Schoenfeld, Huber Adds 4 
Schoenfeld, Huber & Green, 
Chicago, has been named to direct 
advertising for Coca-Cola Bottling 
Co. of Northern Indiana, Gary; 
M-W Laboratories, Chicago maker 
of electronic and _ silverware 
platers; Sharpe’s Hotel, Elkhart 
Lake, Wis., and Scientific Brake 
|Service Laboratories, Chicago. 


| Fitzgerald Joins JWT 
| W. Lyle Fitzgerald has joined 
| J. Walter Thompson Co. in Chi- 
cago. Mr. Fitzgerald, formerly an 
| agricultural economist with the 
| University of Illinois, will direct | 
a program of agricultural field | 
activities for the Union Stock Yard 
& Transit Co. account. 


Appoints Monroe F. Dreher 
| Monroe F. Dreher Inc., New! 


Ray W. Patterson, formerly a york, has been appointed to han- | 
| display salesman for the Cleveland | dle all national advertising for 


Et | News, has been named advertising | Benjamin Moore & Co., New York 
v The company operates principal- manager of The Clevelander, pub-| manufacturer of paints and var-| 
since 1941, when Messrs. Gordon'ly on the north shore of Long lished by the local Chamber of| nishes, effective Dec. 1. St. Georges | 
and Bloch died, will continue in| Island and in the industrialized Commerce. He succeeds the late| & Keyes, New York, is the previ- 
that position. There will be no! area of Queens County, N. Y. 


| Ous agency. 


backs up your salesmen! 


MILL & FACTORY is the only publication that builds its 
_ dirculation throughout industry with industrial salesmen 


Independent duplication studies show that 18% is the 
highest reader duplication between MILL & FACTORY 


and any of the following publications. 


| FACTORY 
} 16% duplication tt 


PLANT ENGINEERING 
7% duplication t 


ih. 


first and second publications in nine major markets. 


MILL & FACTORY claims no monopoly of top grade readers. Many other business publications are 


performing valuable services. 


But MILL & FACTORY has this distinct, unique value—it backs up your salesmen among the men they 


In contrast to MILL & FACTORY’s high percentage of 
unduplicated readership, the McGraw-Hill 18-company 
survey shows an average duplication of 44% between the 


IRON AGE 
18% duplication t 


MACHINERY 
11% duplication t 


82% 
readers of unduplicated readers of 
MILL & FACTORY MILL & FACTORY 


AMERICAN MACHINIST 
16% duplication t 


MODERN INDUSTRY 
7% duplication t 


93% 84% 
readers of unduplicated readers of 
iL & FACTORY MILL & FACTORY 
t Source: A mode by 


44% 


call on, through circulation built by men who sell machinery and equipment. 


i 
: 
t 
¥ 
; 


SERVES THE MEN OF MANY TITLES YOUR SALESMEN SEE TO SELL i 


Make sure your advertising program includes this basic objective. Let our representative show you 
how your advertising in MILL & FACTORY does the vital job of backing up your own salesmen! 
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{PONTIAC 
ny & 


ANEW 
APPROACH? 


Here’s one that will give 
that pleasant feeling! Pon 
has six services under one r 
that function as a source f 
ideas; photography; the pro 
art medium; outstand 
typography and the neces 
photoengravings a 
electrotypes of true quali 
YOU can buy one or all a 
benefit from our 41 year 
of experien 


Write or call and let 
tell you more 


UNIFIED 
SERVICES 


COLOR PROCESS 

ART WORK 
TYPOGRAPHY 

ENGRAVINGS 

PHOTOGRAPHY 
ELECTROTYPING 


812 WEST VAN BUREN ST. 
CHICAGO 7, ILLINOIS 
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Pre-sell New York housewives with the Journal-American 
.-.- where they find the largest volume of grocery items 
advertised by the greatest number of grocery stores 


OUSEWIVES who buy food for their families 
naturally want the best possible values. In 
New York, they find it saves time and money to 
shop and compare in the comfort of their own 


623,018 


Retail Food Linage 
First Nine Months 1952 


Source: Media Records 


340,516 


263,768 


homes ... with the home-going Journal-American. 

Read by the women in 42 of every 100 families 
who read a metropolitan evening paper, the Journal- 
American carries New York’s biggest directory of 
foods .. . more retail grocery linage than the two 
other evening newspapers combined; more than all 
four morning papers combined. 

Here is a “super” supermarket with display 
shelves as large as the retail grocers they represent. 
To get your products on the shopping lists of New 
York’s largest evening audience, pre-sell them in 
the home-going Journal-American. 
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Argus Associates Moves 

Argus Associates, New Haven, 
Conn., has moved to new offices 
at 956 Chapel St. 


POINT-OF-SALE 


SIGNS 


AND DISPLays 


OHIO 
ADVERTISING 
DISPLAY.CO. 


8-124 West Pearl Si. 


*Iluminated and 
non-illuminated 


types. 


Koehler Named by Le Roi 
Richard H. Koehler has been ap- 
pointed advertising and sales pro- 
motion manager of the Le Roi Co., 
Milwaukee manufacturer of en- 
gines and engine generators, Mr. 
Koehler succeeds Guy Scrivner, 
who will head the company’s en- 
gine sales department in Michigan, 


‘Ohio, Indiana and Illinois. 


Miller Appointed Ad Head 


S. Jay Miller, who has been re- 
leased from the Air Force after 
having been recalled to active 
duty, has been named advertising 
manager of Tubing Appliance Co., 
Los Angeles tool maker. Before his 
tour of duty, Mr. Miller had been 
an account executive with Shaw- 
Shon, New York agency. 


Agency Lithograph Expands 
Agency Lithograph Co., Port- 
land, Ore., has acquired the full 
facilities of Jumonville Lithograph 
Co., Portland. Equipment, stand- 
ing plates and negatives have been 


|transferred to the Agency plant 


at 216 S. E. Grand Ave. The com- 
pany name will not be changed. 
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Jones Defendants Summation 


(Continued from Page 2) 
take this business to the new com- 
pany [Scheideler, Beck & Werner] 
only because I knew that the agen- 
cy {Duane Jones Co.] was falling 
apart and had discharged many of 
its best men. I never entered into 
any kind of conspiracy with Schei- 
deler, Beck & Werner or anyone 
else. I did not want to do anything 
whatsoever that was hostile to 
Jones.” 

Mr. Cullom scoffed: “Now Mr. 
Burke gets slapped with a $2,000,- 
000 lawsuit trying to be helpful to 
Mr. Jones. Have you ever heard 
anything that can match that? 

“Would you not do exactly as 
Mr. Burke did if you had been in 
his position?” Mr. Cullom con- 
tinued. “I am certain he had no 
alternative. 


s “Now when Mr. Pollack [plain- 
tiff’s attorney] tells you—and I 
have no opportunity to answer 


him—I want you to ask him these 
questions—to yourselves, of course. 


“I want you to say to Mr. Pol-| 


lack, | know you are a great law- 
yer and the most persuasive orator, 
but show me the facts. I- don’t 
know eloquence. I have sworn 
here to base my answer on the 
facts so that I will be justified in 
taking $2,000,000 out of Burke's 
pocket and giving it to Duane 
Jones. I will do it if you give me 
some facts. 

“Mr. Pollack has described Mr. 
Jones as a ‘cardboard king’ [actu- 
ally, reference was made to the 
“box-top king’’], and I say that in 
1951, he was ruling over a realm of 
a house of cards. He and he alone 
destroyed his business. I can prove 
that to you out of the mouths of 
disinterested witnesses. He had 
within six or seven months lost 
three accounts worth about $3,- 


| 600,000. ..Norge, American Home 


Products, Babbitt.” Mr. Cullom 


Redbook... 


ONLY mass medium edited for 


annie 


—= 


the 865 billion YOUNG ADULT MARKET 


Anyway you look at it, that’s a lot of buy- 


Young Adults buy more 
than ' of all products 


Whether it’s reading REDBOOK .. . or shop- 


ping for the kids . 


.. picture Young Adult 


\merica in any activity today and you're 


looking at a symbol of nearly $65 billion in 


buying power. Census figures show that the 


18 to 35 age group make up a quarter of the 


nation’s families but they're responsible for a 


third of the expenditures on durable and non- 


durable commodities and services 


America’s ONLY Mass Medium for Young Adults 


PN 


ing power on the hoof. And it's fattening up 
in demand for food and furniture, TV sets 
and toiletries, beverages and baby foods 

everything that’s necessary in the lives of 
these home-building, family-building Young 


Adults. 


REDBOOK with 2,000,000 circulation and 
5,550,000 readers is the only mass medium 
edited cover-to-cover for these eager-to, 
have-to-buyers. Young Adult editorial and 
advertising content are all part and parcel 


of their reading fare for guidance and action 
in REDBOOK. It’s their magazine! 


Br. 


THE VITAL YEARS 


ee 
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Young Adults 


aceite «THE VITAL MARKET 


Redbooks 


re 
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2,000,000 Circulation...More than 5,500,000 Readers 


said these were lost through Mr. 
Jones’ conduct. 


|@ Mr. Cullom made much of Ralph 
Smith’s testimony, which said Mr. 
Jones’ actions had caused the 
agency to !qse stature within the 
advertising community. 

The lawyer recounted some 
testimony which purported that 
Mr. Jones was intoxicated during 
several important business occa- 
sions. He also asserted that Mr. 
Jones was “bleeding this company 
{the Jones agency] white” and 
that “he had his hand in the cor- 
porate till every day.” 

Mr. Cullom referred to Alfred 
Jones, brother of Duane, as “Alf, 
the chicken farmer,” and said that 
he was paid salaries out of cor- 
porate funds. “He had no office 
and he rendered no service of any 
characier whatever,” declared Mr. 
Cullom. 

Mr. Cullom said that Mr. Jones 
regarded as “fair” the buy-out 
proposal made to him on July 5, 
1951, and that he announced his 
resignation to his staff on July 6. 
Now, went on Mr. Cullom, “he 
has the unmitigated gall to tell you 
that [the nine former employes| 
stuck a knife in his back.” 


# Mr. Cullom pictured Thomas F. 
Boyle, a lawyer for Mr. Jones, as 
the man who “sabotaged” the ar- 
rangements with the nine agency 
executives, arrangements which he 
said Mr. Jones regarded as “the 
best deal I’ve made in my life.” 
As for Mr. Jones’ testimony that 
the nine had “held a .45 revolver 
at my head,” Mr. Cullom said that 
could hardly be the case because 
Mr. Jones further testified that he 
never told any client of the situa- 
tion. Mr. Cullom made it plain that 
if Mr. Jones regarded it as a hold- 
| up he would have appealed to 
clients whom he knew personally. 
Mr. Cullom said the nine former 
agency men had a right to solicit 
accounts, “just as Jones had a 
right to solicit other people’s ac- 
counts.” He referred to the agen- 
cy head as “Emperor Jones” be- 
cause he had testified that he felt 
he had the right to fire whom he 
pleased, when he pleased. 


@ The lawyer said that testimony 
given by Philip Brooks, Don Gill 
, and Robert Hughes indicated that 
;}they had met Mr. Burke either 
never, only once, or several times 
| but without conversation. “And 
then he says these men are con- 
spirators,” said Mr. Cullom. 

| Mr. Cullom called the Jones 
action “a vengeance suit” and said 
testimony disclosed Mr. Jones’ in- 
tention to spend $1,000,000 “to ruin 
these men.” 

He closed his summation by tell- 
{ing the jury that the defendants 
| did not want “a compromise.” He 
said give the plaintiff “$2,000,000 
or nothing.” 


| Floorcraft to Run Tests 


General Floorcraft Inc., New 

| York maker of machines to scrape 
|and shellac floors, is launching a 
test campaign during October and 
November in eight cities. Phila- 
delphia, Harrisburg, Pa., Long Is- 
jland_ City, Hartford, Bridgeport 
|and New Haven are being used pri- 
|marily, followed by Boston and 
, Chicago in November. In each city 
500-line ads will appear in news- 
papers, supplemented by radio 
spots. Promotion theme will be, 
“Now General Floor Machines 
Cost Less to Buy Than to Rent.” 
| Hicks & Greist, New York, is the 
agency. 


Stigler to Beaumont & Hohman 


Eric Stigler, formerly assistant 
/copy chief of Schwimmer & Scott, 
Chicago, has been appointed to the 
creative staff of Beaumont & Hoh- 
|man, Chicago. 


| 

Peggy Bailey Joins Blitz 

| Peggy Bailey, formerly director 
'of women’s programs for KGW, 
| Portland, Ore., has joined the staff 
of Blitz Advertising, Portland, in 
charge of both copy and research, 
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HNTHUSIASM 


GROWS AND GROWS...AS 


AMERICAN WEEKLY 
Moves UP! 


[PIN ADVERTISING DOLLARS ! 


ANALYSIS OF ADVERTISING REVENUE. 1952 
PERCENT OF GAIN OR LOSS OVER SIMILAR PERIOD IN 1951 
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A Albany Times-Union * Baltimore American * Boston Advertiser * Buffalo Courier-Express * Chicago Herald-American * Cincinnati Enquirer 


Cleveland Plain Dealer * Detroit Times * Los Angeles Examiner * Miami Herald * Milwaukee Sentinel %* New Orleans Item 
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oy ELE ane eae KRAFT FOODS, in addition to Cheese, punches hard with 


color pages on Parkay Margarine... ADMIRAL CORPORATION signs for a series of color pages every month starting 


October...EKCO PRODUCTS calls for a series of hard-hitting units... JOHNSON & JOHNSON begins a major color 


campaign in September on their new BAND-AID Plastic Strips...H. J. HEINZ starts a new campaign on their complete 


line of baby foods...GENERAL MILLS increases their use of The American Weekly with base color schedules on Gold 


Medal Flour and Cheerios... CAMPBELL’S Pork and Beans with half pages in color... THE MENNEN COMPANY 


contracts for $80,000 worth of American Weekly space for the last quarter of 1952... STERLING DRUG, INC., 


Centaur Caldwell Division adds third product with a consistent schedule... SWIFT & COMPANY is running six major 


product campaigns this year... COLGATE-PALMOLIVE-PEET COMPANY adds to their present major expenditure, 


full schedules on two new products... PILLSBURY MILLS, INC. comes in with an ambitious schedule of color spreads 


and pages featuring Duff Mixes... GENERAL FOODS CORPORATION supports two major products with Weekly 


space for the last quarter of 1952. THAT’S ENTHUSIASM! 
> 


Jack L. Straus, President Lansing P Slueld. President Leo Bertisch, President 
R.H.MACY« CO.. Ine. THE GRAND UNION CO. WHELAN DRUG CO. Inc. 


CARRERE RAE AOL 0 


eter es 


“The American Weekly, in its new form. 
should have a powerful influence on consum- 
ers. Serving as we do millions of people 
through our Greater New York stores and 
our stores across the country, we strive con- 
stantly to present desirable merchandise and 
provide good value. I think the American 
Weekly is doing the same thing.” 


“For many years the American Weekly has 
been one of the most important selling 
media. The Weekly sells products by first 
selling itself. The confidence that readers 
have in the Weekly’s home service features, 
for instance, makes for confidence in the 
advertised products. The new format should 
even further stimulate reader appeal.” 


“The editing of the new American Weekly 
—the way it pays attention to readers’ in- 
terests—is bound to pay off for advertisers. 
Readers, won by the Weekly’s home service 
features, will surely turn into customers for 
the products advertised in its pages. Men— 
women—the whole family —respond in store 
sales to such sound editing.” 


The greatest retail outline in the country are profiting from the merchan- 
dising power of the new American Weekly. May we tell you the whole story? 


* A MERICANWEEKLY 


N. Y. Journal-American * Philadelphia Bulletin * Pittsburgh Sun-Telegraph * Portland Oregonian * St. Louis Globe-Democrat * St. Paul Pioneer Press 


San Antonio Light * San Francisco Examiner 


* Seattle Post-intelligencer 


* Syracuse Herald-American *% Washington, D. C. Times-Herald 
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Klein Co. Adds 4 Accounts 


Walter J. Klein Co., Charlotte, 
N.C., has been named to handle 
advertising for Piedmont Natural 
Gas Co. (newspapers); Hood- 
Gardner Hotel Supply Corp. 
(newspapers and trade publica- 
tions), both of Charlotte; T. W. 
Garner Food Co., Winston-Salem 
(teievision, newspapers and sales 
promotion), and G. I. Surplus, 
Burlington, N. C., retail chain (out- 
door ) 


Lochrie to Galen E. Broyles 


Robert Lochrie, formerly with 
Langhammer & Associates, Omaha, 
has been appointed an account ex- 
ecutive for Galen E. Broyles Co., 
Denver. 


Johnston Joins McKim 

Bruce F. Johnston, formerly 
brand manager for numerous Lever 
Bros. products, has joined the 
Montreal office of McKim Adver- 
tising. 


Du Pont Boosts Ware, Skeen 


Gordon W. Ware has been pro- 
moted to advertising supervisor of 
trade sales in the finishes division 
of E. I. du Pont de Nemours & 
Co., Wilmington, Del. Mr. Ware 
formerly was supervisor of in- 
dustrial finishes advertising, join- 
ing the company in 1924. Carrol 
W. Skeen, who has been engaged 
in sales and merchandising of 
paint for more than 30 years, suc- 
ceeds Mr. Ware 


Color... continuity eee 


package identity . . . economy. 
This striking new 4-color car 
card carries the Manischewitz 
message to millions of daily 


Coptiones the thue taste o the New Youk State Guape ! 


MANISCHEWITZ 


THE TRADITIONAL KOSHER WINE 


“Ty it! You love it! Everybody does! 


transit riders in New Jersey and 
throughout the nation. 


Public Service 
Coordinated Transport 
Bus Advertising Department 

80 Park Place 
Newark 1, New Jersey 


HISTORIC HANDSHAKE—Joseph L. Eastwick (center), president of James lees & 

Sons Co., seals the bargain for the first industrial use of Theater Network Tele- 

vision with Nathan Halpern, TNT president. Lees will televise its annual sales con- 

ference Dec. 8 from New York to retail dealers, salesmen, etc., gathered in theaters 

in 15 key cities across the country. Standing (left to right): Fred J. Lehnertz, gen- 

eral sales manager; Carl R. Asher, ad manager, and Homer H. Evans Jr., director 
of advertising and promotion for Lees. 


ie) 


- Champion and only Champion manufactures 
the Komekor’ line of cast coated papers. 


The registered trade-mark 


: Keomehot 


means manufactured by 


THE CHAMPION PAPER AND FIBRE COMPANY 
HAMILTON, OHIO 
District Sales Offices in New York, Chicago, Philadelphia, Detroit, 
St. Louis, Cincinnati, Atlante, Dallas and San Francisco. 


Distributors in every major city 


TRADE-MARK 


Whatever our Paper Problem oe KH ga Challenge lo Champion! 


‘Lumberman’ Offers 
New ‘Do-It-Yourself’ 


Dealer Promotion Kit 


Cuicaco, Oct. 29—Swinging into 
the booming “do-it-yourself” mar- 
ket, American Lumberman & 
Building Products Merchandiser 
is offering dealers a $7 promotion 
kit with which to tap the house- 
hold handyman’s purse. 

Flexibly designed for full or part 
use, the kit contains a sales man- 
ual, 300 stickers, 100 consumer 
folders, display materials, public- 
ity stories, an ad mat sheet, direct 
mail letters, radio and TV spot 
announcements and complete how- 
to-use suggestions. 

Months of planning by the pub- 
lication’s editorial and merchan- 
dising staffs have gone into the 
creation of the kit, and thousands 
of dollars, according to the pub- 
lication, have been spent. 


® American Lumberman points 
out that, in this field, one maker 
of home tools has boosted his sales 
from $17,000,000 to $30,000,000 in 
a few years. The sale of asphalt 
tile in the past decade has risen 
from 90,000,000 sq. ft. to 550,000,- 
| 000 sq. ft., more than one-third of 
|which has been bought by the 
home handyman. Also, 75% of all 
|paint sold, according to the pub- 
| lication, is put on by amateurs. 
| American Lumberman asserts 
|that the big appeals which have 
jaccelerated the “do-it-yourself” 
, trend among homemakers are sub- 
stantial savings, increased leisure 
time, new easy-to-use tools, less 
|complex materials, desire for bet- 
ter living and the fun of creating. 
The publication reports large 
orders from dealers since the ap- 
pearance of an article on the kit 
and an editorial on the new trend 
in its Oct. 6 issue. 


_L. A. Alpha Delta Sigma Elects 
| Ted L. Stromberger, West-Mar- 
| quis, Les Angeles, has been elected 
| president of the Los Angeles W. D. 
| Moriarty chapter of Alpha Delta 
Sigma, advertising fraternity. 
Other officers elected are R. W. 
| Rider Jr., Young & Rubicam, Ist 
|v.p.; H. Phillip Dexheimer, KBIG, 
2nd v.p.; Robert Beneviste, Rex- 
all Drug Co., 3rd v.p., and D. V. 
Gould, Western Lithograph Co., 
secretary-treasurer. 


DePuy Joins WHEN, Syracuse 
| Walter E. DePuy, formerly with 
| WAYB, Waynesboro, Va., WCKB, 
| Dunn, N.C., and WCFV, Clifton 
| Forge, Va., has joined the sales 
department of WHEN, Syracuse 
television outlet. 


| Root to Ryder & Ingram 

| Robert H. Root, formerly a copy- 
writer with Pacific Advertising, 
Oakland, Cal., has been named a 
copywriter fer Ryder & Ingram, 
Oakland. 
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Advertising Age, November 3, 


To Promote Grass Soups 


1. J. Grass Noodle Co., Chicago 
manufacturer of Mrs. Grass’ soup 
mixes, plans an intensive New 
York promotion. The program in- 
cludes demonstrations of uses for 
Mrs. Grass’ soups as well as com- 
mercials. Mrs. Grass also will be 
a participating sponsor on four 
WJZ-TV programs—“The Dione 
Lucas Show,” “Housewives Jam- 
boree,” “Kitchen Kapers” and “The 
Nancy Craig Show.” Phil Gordon 
Agency, Chicago, handles the ad- 
vertising. 


McGraw-Hill Net Rises 
McGraw-Hill Publishing Co., 
and subsidiaries, report for the 
nine months ended Sept. 30, 1952, 
consolidated net income of $2,- 
539,891, after all charges and taxes. 
Consolidated net for the first nine 
months of 1951 was $2,324,344. 


1952 


Fairchild Issues 
606-Page Reference 
Work on Advertising | " 


New York, Oct. 28—A 606-page 
reference work entitled “Encyclo- |j 
pedia of Advertising,” and con- 
taining definitions ranging from 
“author’s alteration” to “zoomar 


lens,” has been published by Fair- 
child Publications Inc. (Price, 
$6.50). 


The book was written by Irvin | 
Graham, head of the Irvin Gra- 
ham Agency, and advertising in- 
structor in two New York col- 
leges. It has more than 1,100 defi- 
nitions of terms relating to the 
various phases of the advertising 
industry—marketing, printing, 


| cluding hat band fillers. 


Now Towels and Felt Are 
Full of Chlorophyll Green 


Towels and felt are among the 
newest items making use of chloro- 
phyll. Lehigh Handkerchief Co., 
New York, is offering a package of 
two towels in decorator shades, 
treated with chlorophyll. Retail- 
ing at 48¢, they are designed for 
supermarket selling. 

Felters Co., Boston, is market- 
ing a chlorophyll-impregnated felt 
for use where control or minimiz- 
ing of odors is needed. Green- 
tinted, the product is expected to 
be used in a range of products, in- 
Suther- 
land-Abbott, Boston, is the agency. 


Hening & Co. Boosts White 
David S. White, a staff member, 


| has been promoted to assistant art 
| director of Hening & Co., Phil- 
* adelphia. 


Madison Advertising Moves 
Madison Advertising, 


quarters at 310 W. Washington 
Ave., on Nov. 15. 
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Madison, 
Wis., will move to new and larger 


It's A Bright Daytime Picture! 


It’s a sunny picture for WOOD-TV in the prosper- 
ous Grand Rapids, Muskegon, Kalamazoo and Battle 
Creek market. Pulse proves that WOOD-TV has a 
terrific share of the listeners from sign-on to 6 p.m. 
If you want selling power in the great Western 
Michigan market, consider WOOD-TV in the light 
of these statistics: 


PULSE STUDY* 
GRAND RAPIDS, MUSKEGON, KALAMAZOO, BATTLE CREEK AREA 
Share of Audience, Average Y4 Hour Homes Using TV 
MONDAY — FRIDAY 


10 AM —12.N 12 N—6 PM 
wooD.Tv 90% 60% 
STATION 8 10 
STATION C _ 2 
SATURDAY 
WwOoD.TV 85 63 
STATION 8 15 34 
STATION C 3 
SUNDAY 
woop.Tv = 63 
STATION 8 _ 35 
STATION C ae 2 


*February, 1952 


Pick a bright spot in Western Michigan 
advertising from this folder of complete 
details on all live shows currently available 
on WOOD-TV . the area’s only station 
with live facilities and locally produced 
shows. Write, wire, call or send a pigeon; 
WOOD-TV direct or nearest Katz office. 


GRAND RAPIDS, MICHIGAN 
Grandwood Broadcasting Company 
NBC — Basic; CBS, ABC, DuMONT — Supplementary 
National Representatives: Katz Agency 
Associated with 
WFBM-AM and WFBM-TY — Indianapolis, Ind., WFDF — Flint, Mich. 
WEOA — Evansville, ind. 


“Stop” in red and “Look” in green flash 
on and off. 


production, public relations, pub- 
licity, media, etc. It also contains 
a section giving the names and 
functions of the many trade asso- 
ciations connected with advertis- 
ing and its related fields. 


@ One of the unique features of 
the volume, according to its pub- 
lisher, is that “trade terminology 
is not confined to brief defini- 
tions.” Many of the definitions are 
accompanied by detailed explana- 
tions, as well as analyses and ex- 
amples of usage. 

The book also contains explana- | 
tions of existing laws affecting 
the advertising industry, and post- | 
al regulations, plus detailed de- 
scriptions of various services 
available to advertisers. | 


ISSUES ENCYCLOPEDIA | 

New York, Oct. 28—Last week 
seemed to be a good one for the 
|publication of large reference 
works, with Prentice-Hall Inc. is- 
suing its 704-page “Encyclopedic. 
Dictionary of Business” (Price, | 
$10) on the heels of the “Encyclo- 


pedia of Advertising” reviewed 
above. 
This volume represents “ten 


years of hard work and the ex- 
penditure of $250,000,” according | 
to its publisher. 

Compiled by the Prentice-Hall | 
editorial department, the book} 
contains more than 3,000 defini-| 
tions and explanations of terms) 
used in all phases of business ac-| 
tivity. Illustrations and examples) 
designed to help in solving prac- | 
tical business problems are also_ 
included. 

Topics covered in the volume 
include company finances, credit 
and collection programs, advertis- 
| ing, insurance, taxes, office man- 
'agement, purchasing, labor rela- 
tions, and many others. 

The book is also designed, ac- 
cording to its publisher, to assist 
those not involved in business af- 
| fairs to understand the legal ter-| 
minology which so often confuses: 
| the average business man. | 


| Chicagoland Publications Inc. 
to Publish ‘Buyers Guide’ 


| Chicagoland Publications Inc., 
Chicago, publisher of Chicagoland 
Golf, has brought out a new pub- 
| lication, Mobile Homes Manufac- 
| turer & Buyers Guide, a monthly. 

The magazine will be ad- 
dressed to trailer manufacturers. 
Pages are 7x10”, and b&w ads cost 
$175 per page. Color ad rates are 
$50 extra for each standard color. 


2 Join ‘Journal of Commerce’ 
Bert R. Berne and Clayton 


— Jr. have joined the adver-| 


tising department of the N.Y. Jour- 

|nal of Commerce. Mr. Berne, for- 
merly with the New York World- 
Telegram & Sun, will handle gen- 
eral accounts. Mr. Robin, previ- 
| ously with the First National Bank, 
|New York, will specialize in fi- 
| nancial accounts. 


LISTEN—A. C. Davenport & Son, Chicago, | 
has designed this sign for retailers. The 


Presenting the WOOD BUNDLE! 


- 


WOO0Diand! A 


IF YOU SELL THROUGH A&P IN WESTERN 
MICHIGAN . the WOOD BUNDLE is for you! 
It’s your big chance to tie your radio advertising 
directly to exclusive point-of-sale displays in 29 
A&P stores. Here’s how it works: 


| 
| 


1. You buy 13 consecutive weeks of spots or programs 
(time costs not less than $100.00 per week) on 
WOOD, the oldest and most powerful station in the 
dominant Western Michigan market. 


2. During the 13 week period your product gets one 
full week of exclusive “end” or “dump” display in 
each of 29 A&P stores, with highest volume of any 
other food store chain in the Grand Rapids market. 
No competing product will be given prominence 
during the featured week. 


THAT’S THE WOOD BUNDLE ... a hard-hitting 
promotion plan that has proved highly successful. . 

a merchandising technique to introduce faster sell- 
ing. Like to tie up a neat package? This is for you! 


SEND TODAY for WOOD 
BUNDLE folder stating guar- 
antees and full details. Better 
yet, wire or call. . . WOOD 
direct or nearest Katz office. 


GRAND RAPIDS, MICHIGAN 
Grandwood Broadcasting Company 
NBC — 5,000 Watts 
Associated with 
WFBM-AM and WFBM-TV — Indianapolis, Ind., WFOF — Flint, Mich. 
WEOA — Evansville, Ind. 


Neti. i. 


presentatives: Katz Agency 
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Along the Media Path 


from the first floor and replaced 
with offices, and two floors were 
added to the interior to make a 
three-story structure. There will 
be an “Open House” for ten days 
starting Nov. 5 and the station 
will fly 65 time buyers to Miami 
for ceremonies on Nov. 7. 


e Wometco Theatres has reno- 
vated its Capitol Theater in Mi- 
ami to turn it into a television 
plant for WTVJ, also owned by 
Wometco. Seats were removed 


Lists 2,272 busi- 
ness papers, farm 
papers and con- 
sumer magazines 
that use publicity 
—lists them alpha- 
betically and in 99 
market groups — compiled from thou- 
sands of publicity release lists — record 
system included that eliminates card 
files — shows how to prepare publicity 
and how to place it — reduces clerical 
time, eliminates deadwood and 
improves results. 


Price $10.00. Sent on approval. 
BACON’S CLIPPING BUREAU 


343 Se. Dearborn St., Chicago 4 


e WBNS-TV, Columbus, O., ran a 
month-long promotion during Oc- 
tober to celebrate its third birth- 
day. Part of the program was a 
four-page folder telling viewers 
and clients of the history and 
background of the Columbus Dis- 
patch station. 


e Photo Dealer is issuing a series 
of magazine readership studies 
,conducted by manufacturers 
among dealers. The second such 
survey, made by Paillard Prod- 
ucts Inc., shows that Bolex fran- 


chised dealers prefer Photo Deal- 
er by a wide majority. 


@ Modern Medicine's new promo- 
tion booklet is a lavish 39-page 
color job which documents how 
busy the doctor has become in re- 
cent years and stresses the edi- 
torial coverage of the magazine. 


e The October Dun's Review car- 
ries a cover sticker announcing: 
(1) ad pages have increased 40% 
during 1952; (2) the magazine now 
goes to 83,420 executives who do 
the buying for their companies. 


e The Memphis Commercial Ap- 
peal radio and TV stations—WMC, 
WMCF and WMCT—are in the 
midst of a $350,000 expansion pro- 
gram, which includes erection of 
a new tower and increases in pow- 
er. 


e Seventeen says its pulling pow- 
er is amply demonstrated by “an 
almost hidden offer” of recipe 
folders which has drawn more 
than 50,000 requests in the past 


Advertising Age, November 3, 1952 


six months. The offer, made last e WBZ, Boston, has revised its 
May and repeated in every suc- drug merchandising program to 
ceeding issue, was placed at the take care of the specific problems 
end of the magazine’s main cook- of manufacturers. The year-old 
ing story, with readers required program has been divided into 
to jump to the back of the book three parts. Plan No. 1 will be for 
for details and mailing instruc- advertisers who need immediate 
tions. distribution. Plan No. 2 will be 

for the same kind of advertiser, 
e Meredith Publishing Co. re- but will also guarantee product ex- 
ports the fiscal year ended June Clusivity in all participating drug 
30 was an “up” year for just stores. Plan No. 3 is designed for 
about everything. Pertinent sta- advertisers who have 100% dis- 
tistics: (1) Successful Farming| tribution, but who need addition- 
gained $566,000. in net revenue|al display and pushing by drug- 
from advertising; (2) advertisers | gists. 
in Better Homes & Gardens spent} 
$658,000 more for space than they | ® The November Promenade 
did in 1950-51; (3) purchases of | ™agazine, distributed by hotels in 
stations KPHO and KPHO-TV.| New York and Washington, has 
Phoenix, and WOW and WOW-|@ 27% increase in the number of 
TV, Omaha, “were consummated”; | 24vertisers. 


(4) television station WHEN, : 

Syracuse, increased gross ad rev-|® The Daily Oklahoman and the 
enue 24%; (5) plant improve-| Oklahoma City Times have a new 
ments took $1,674,000; (6) rev-| market data folder giving some in- 


enue for the year was $33,587,000, | teresting statistics and back- 
an increase of $4,309,000, but earn- | 8found on the Oklahoma City mar- 
ings were $2,935,000, an increase | ket. Particularly striking is a chart 
of only $4,000. | showing the city’s rapid growth 
. | Since 1940—square mile area in- 


This Is Hollywood Playhouse! 


Me 


ar = * 3a 
eesesas 
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of steady buyers! 


When Hollywood Playhouse hits the screen 
at 1 o'clock TV tune-ins really jump. Here is a 
show that literally captures audiences it’s 
become an afternoon habit with thousands of TV 
fans. We can give you one success story after 
another of advertisers whose products are sold on 


Hollywood Playhouse. Complete details on request. 


'crease, 119.5%; building permits 
up 323.6%; bank deposits up 
330.8%; retail sales up 277.5%. 


e Business Week carried 4,076.48 
ad pages in the first nine months 
of 1952, an increase of 576.94 pages 
over the same period of 1951. 


|}e On Oct. 21, the Montreal Ga- 
zette scrapped the presses it has 
been using for 175 years and be- 
gan printing on its newly in- 
stalled high-speed color convert- 
ible press. 


e WLIB, New York AM station 
specializing in Negro block pro- 
gramming, reports business in- 
creased 29% during the third 
quarter of 1952. New accounts in- 
clude Grove Laboratories (52 
weeks for 4 Way cold tablets), 
Miles Laboratories (52 weeks for 
Nervine), International Salt Co. 
(13 weeks for Red Cross salt) and 
Chattanooga Medicine Co. (13 
weeks for Black Draught cough 
syrup). 


e The Wall Street Journal has put 
between two covers all the perti- 
nent information you may want 
to know about its subscribers, such 
as income, business position, num- 
ber of charge accounts their fam- 
ilies have, value of their homes, 
etc. A key to this market: two out 
of three have a net worth in ex- 
cess of $50,000. 


e Realty, a bi-weekly newspaper 
circulated to real estate owners 
and managers in the New York 
area, reports a 27% increase in 
ad linage for the three months 
ending Nov. 4, its two-year anni- 
versary. Realty also has put out 
a booklet called, “How to Adver- 
tise Successfully to Real Estate 
Men.” In the “what not to say” 
section there are these words of 
| advice: 

First of all, never refer to the reader 
as a “landlord."’ This is a medieval term 
with an unfortunate association. The 
word has become ever more unsavory 
since the war and the imposition of rent 
controls. Real estate men would rather 
be called ‘“‘owners’’—a niore dignified 
word with a much happier connotation. 


MON. THRU FRI. 
1TO 2 P.M. 


Secondly, be cautious in stressing the 
claim that your product will make ten- 
ants more satisfied. You may be throw- 
ing money away. It may be the chief 
advantage of what you have to sell, but 
the chances are your audience will not 
be particularly interested right now, or 
for the next few years. Since rent con- 


Television Baltimore 


WBAL-TV 


NBC in Maryland 


Nationally Represented by EDWARD PETRY & COMPANY 


trols, most owners are collecting only the 
payment allowed to them by law. Since 
they are in a squeeze caused by in- 
creased operating costs pressing against 
fixed ceilings, they may not be interested 
in the individual tenant's feelings. 


e The December Holiday will 
bring in more ad revenue than 
any previous issue in the maga- 
zine’s history—$650,000. Edward 
C. Von Tress, ad manager, said 
the six months ending with De- 
cember saw a gain of 6,970 lines. 
He estimated that ad revenue for 
the year will show a gain of more 
than $500,000 over 1951. 
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focussed on 
big buildings! 


“Architectural Forum" is the only 
Architectural Magazine whose Editorial 
Content is directed exclusively toward 
big buildings—heavy construction. 


That is why “Forum” alone, is the 
primary medium for advertisers primarily 
interested in big buildings. 
ARCHITECTS 

ENGINEERS 

CONTRACTORS 

BUILDERS 

DISTRIBUTORS 

REALTY BROKERS 

MORTGAGE LENDERS 
GOVERNMENT OFFICIALS 
DECORATORS 

“Architectural Forum is... one of the most 
stimulating and important sources of inform- 
ation about the present-day world. Its high 


standards of quality and service command 
the respect of all the building profession.” 


WALTER K. HARRISON, Architect 
Harrison & Abramovitz 


THE MAGAZINE OF BUILDING 


architectural forum 


Published by Time Inc. 
9 Rockefeller Plaza, New York 20,N Y. 


Di acai ll 
architectural forum 


Johnson Wax Company 
Research Laboratory 
Racine, Wisconsin 
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'\ Superb quality 
/ Speedy service 


\ Solid savings 


RING PEnm ameoy 4-373) and reverse charges) 
“STAR” Wilk BE GLAD TO SUBMIT FREE ESTIMATES 


AFA Adds 10 to Management 
Committee of ‘Hall of Fame’ 
Advertising Federation of Amer- 
ica has appointed ten new mem- 
bers to the management commit- 
tee of the Advertising Hall of 
Fame. They are Gilbert T. Hodges, 
Wall Street Journal; James W. 
Brown Sr., Editor & Publisher; 
Charles C. Green, Advertising Club 
of New York; C. B. Larrabee, 
Printers’ Ink; A. B. Penny, Humble 
Oil & Refining Co.; John H. Platt, 
Kraft Foods Co.; Sam Rouda, Kro- 
ger Co.; Jay M. Sharp, Aluminum 
Co. of America; Howard Story, 
Story, Brooks & Finley, and James 
B. Wilson, D’Arcy Advertising Co. 


Promotes Swiss Cheese 


The Switzerland Cheese Assn., 
New York, will use 34 daily and 
weekly newspapers in the New 
York metropolitan area during the 
remainder of the year to say that 
Switzerland Swiss cheese is in am- 
ple supply again. Radio and televi- 
sion spots will be used locally also. 
Charles W. Hoyt Co., New York, is 
directing the promotion. 


CBS-TV Promotes Wood 

Robert Wood, a member of the 
CBS-TV station relations staff in 
New York for 15 months, has been 
promoted to assistant director of 
that department. 


AMERICAN SCREENING CO. 314 Eim SI Perth Amboy W.! 


Here’s What We Mean By... 


... CIRCULATION 
..- MARKET 

-.- STATE 

In the 100 county market reached by the Fort 
Worth Star Telegram, 552,100 families have an 
annual effective buying income of $2,418,313,000. 
In this market, 


-.-the Daily Star Telegram reaches 
50% or more families in 11 counties, 
40% or more families in 19 counties, 
30% or more families in 31 counties, 
20% or more families in 54 counties 


a --. the Sunday Star Telegram reaches 


9 counties, 


50% or more families in 
40% or more families in 19 counties, 
30% or more families in 36 counties, 
20% or more families in 61 counties 
98.1% OF FORT WORTH (TARRANT COUNTY) FAMILIES READ 
THE STAR TELEGRAM. The Star Telegram reaches this fabulous 


: market and you can SELL your products or services through 
oe the Star Telegram. 


WRITE Amon Carter, Jr., National Advertising Director, for complete 
market and circulation analysis. 
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Y The FORT WORTH — 
_ STAR-TELEGRAM 


AMON G .CARTER publisher 4 
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LARGEST CIRCULATION IN TEXAS 
without the use of schemes, premiums or contests — 


“Just a Good Newspaper” 


5th DISTRICT AFA LEADERS—New officers for the Fifth (and largest) District, Ad- 
vertising Federation of America, are (seated left to right) Ellis S. Perlman, Cole- 
man Todd & Associates, Mansfield, O., governor; Roger C. Fleming, Allison division, 
General Motors Corp., Indianapolis; Martin Schryver, Crystal Laundry & Dry Clean- 
ing Co., Dayton, and Sam Rouda, Kroger Co., Cincinnati, all lieutenant governors. 
Standing are William T. Owens, Girdler Corp. and Tube Turns Inc., Louisville, board 
chairman, and Melvin E. Tharp, Columbus Dispatch, treasurer. G. Pat Wagner (not 
pictured), Doe-Anderson Advertising Agency, is secretary. 


Newspaper Action 
Group to Tackle 


Ad Sales Problems 


Cuicaco, Oct. 28—The Newspa- 
per Action Committee meeting 
here has set forth its aims and 
purpose: To help promote and sell 
newspaper advertising through 
discussion and action by the 
group’s members. 

The members include the News- 
paper Advertising Executives 
Assn.; the American Assn. of 
Newspaper Representatives; the 
National Newspaper Promotion 
Assn., and the Assn. of Newspaper 
Classified Advertising Managers. 

The committee will hold regular 
meetings to discuss mutual prob- 
lems. By this means it will tap the 
creative manpower of all four 
groups to work out solutions. It 
is hoped these discussions will 


|spark programs by the individual 


members which will increase the 

sale of newspaper advertising. 
NAC is independent of the Bu- 

reau of Advertising’s committees 


| working along the same lines, such 


as its plans committee and its sales 
development and research com- 
mittee, but they will cooperate on 
mutual goals. 


NAC was organized last Febru- 
ary (AA, March 10). The partici- 
pating groups will send three rep- 
resentatives each to the meetings 
One of them will be designated of- 
ficial spokesman for the member's 
president or board of directors. 


Weismann to Control Kaynee 
Walter W. Weismann, board 
chairman of Aetna _ Industrial 
Corp., New York, has purchased 
control of Kaynee Co., Cleveland 
manufacturer of boys’ shirts, 
sportswear and pajamas. Manage- 
ment of the company will remain 
unchanged. Lang, Fisher & Stas- 
hower, Cleveland, is the agency. 


Y&R Transfers Two 

Ray Wagner has been shifted 
from the radio and television de- 
partment of Young & Rubicam in 
New York to the agency’s Holly- 
wood office, where he will direct 
radio-TV commercial writing and 
production. With him goes New 
York commercial writer William 
Schnurr. 


Arnold to Harper-Atlantic 
Frederick W. Arnold has joined 
Harper-Atlantic Sales Inc., Boston, 
as assistant to the president, C. B 
Crockett. Mr. Arnold, formerly as- 
sistant manager of the Reuben H. 
Donnelley Corp., Boston office, will 
be in charge of research for the 
Harper-Atlantic organization. 


you can 
really 


this market 


influence it... 


PACKAGIN 


.., it’s a lusty $7,500,000,000 spender, 
and here’s the way to reach and 


THE NEWS MAGAZINE OF PACKAGING 
More display space per $ on Super-Size page... 
More attentive readership with news-and-picture 
, features, thru-the-book format... Stronger selling 
| impact on MORE important buyers of Packages 
and Packaging Machines—Supplies—Services . . . 

15000 (CCA) ALL-BUYER circulation. 


HAYWOOD PUBLISHING CO., 22 E. HURON ST., CHICAGO I, ILL. 
NEW YORK 17—101 PARK AVE. * WEST COAST—McDONALD-THOMPSON 


G PARADE 
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What kind of men make TIRUE 


the largest selling man’s magazine in America? 


i nena inet 


500,182 of TRUE’s readers are executives or own their own 
business. ‘The best way to judge the quality of the TRUE 
audience is to put the following pair of facts next to each 
other: the typical TRUE reader is only 33.9 years old; the 
typical TRUE reader has a median family income of $4,547 
per year (according to Starch). 


815,338 men who read TRUE have attended or are alumni 
of colleges or universities. They are men who demand sub- 
stance in their reading matter. Not pretty pictures, not 
pantywaist fiction. They want solid, intelligent fare typified 
by the Major Holohan Oss scoop and Alan Hynd’s brilliant 
revelation, ‘‘Who Killed Sir Harry Oakes?”’ 


Time 


1,775,775 TRUE 


Argosy 


Outdoor Life 
Newsweek 
Sports Afield 
Holiday 
Esquire 


Ist 6 mos. 


[3 


100,000 


1946 47 48 49 50 


. 4 ‘dal aie! ‘ 

a Mekhi) kc Ne 
925,179 of TRUE’s 1,775,775 ABC Circulation are heads 
of families with children. When you buy the TRUE audience, 
you’re not talking to teen-age thrill seekers or barber shop 
skimmers. You’re talking to heads of families, solid money- lineage is up 33% over Oct.’51. For further in- 
makers. Men who read their favorite magazine at home, formation write or call Mr.C.E. Nelson, Adv. 
a0 by the hour. Mgr., TRUE, 67 West 44th Street, N.Y.C. “007 


TRUE's spectacular circulation gains since 1944 
have now made it indisputably America’s 
number one man’s magazine. And advertisers 
know it. For instance, Oct. 52 advertising 
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Augstein Schedules Drive 

S. Augstein & Co., New York, 
will use eight pages in Life be- 
tween March 9 and June 8 to pro- 
mote its Sacony line of suits and 
dresses. Color spreads are sched- 
uled for December and February 
issues of Vogue. A sportswear color 
page will run in the January 
Vogue and additional pages are 
being prepared for spring issues 
of Charm and Glamour. Hewitt, 
Ogilvy, Benson & Mather is the 
agency 


35,175 presidents 

12,913 vice-presidents 
123,213 owners or partners 

28,624 general managers 

47,271 other key executives 
pay for and read The 
Rotarian. They have what it 
takes to buy what you sell. 


am 


General Pharmacal 
Plans Campaign on 
Pregnancy Q-Test 


Los ANGELES, Oct. 28—General 
Pharmacal Corp. here will soon 
launch what is believed to be a 
record campaign for a single prod- 
uct in the ethical pharmaceutical 
field. 

The campaign will announce Q- 
Test, a new ethical method of 
quickly determining pregnancy. 
The product has been accepted by 
the Committee on Advertising, 
American Medical Assn. 

A 12-month schedule of full 
pages in national medical books 
will be used, including the Journal 
of the American Medical Assn., 
Modern Medicine and Post-Gradu- 
ate Medicine. Similar schedules 
will run in all the leading drug 
trade journals. In addition, all re- 
gional and local publications in the 
medicine and drug fields will car- 
ry pages once a month. 

Beginning in November, a 16- 


week series of mailings will go to! 
all physicians interested in such a 
product. It is estimated this will 
include from two-thirds to three- 
fourths of all U. S. doctors. The} 
weekly series will be followed by | 
once-a-month mailings for the re- 
mainder of the year 

Yambert-Prochnow, Beverly 
Hills, has just been appointed by 
General Pharmaca! to handle its 
advertising. 


Canaday Joins Lentheric 


W. D. Canaday, recently v.p. of 
Peggy Sage Inc., has been ap- 
pointed v.p. and director of sales 
of Lentheric Inc., New York man- 
ufacturer of perfumes and cos- 
metics. Mr. Canaday was associ- 
ated with Lentheric before going 
with Peggy Sage. 


Zurlinden to Kelly & Lamb 

Kelly & Lamb, Columbus, O., has 
appointed C. Peter Zurlinden Jr. 
public relations director. Formerly 
a press association editor, Mr. Zur- 
linden operated his own p.r. office 
in Columbus before joining Kelly 
& Lamb. 


Advertising Age, November 3, 1952 


One-Fifth of All 
Calendars Come 
from Druggists 


Survey Shows People Like 
Memo Space and Facts 
as Well as the Dates 


MEmMPHIs, Oct. 28—An estimated 
131,879,000 calendars hang in 
American homes. These are dis- 
tributed, mostly free of charge, by 
at least 151 different types of local 
advertisers, and of these advertis- 
ers, drug stores manage to get 
their calendars into one-fifth of 
all U. S. homes. 

These and many other facts were 
found in a recent survey conducted 
for Plough Inc. here by the Home 
Makers Guild of America, a con- 
sumer research organization in To- 
ledo. Plough is the manufacturer of 


—latest U.S. Census— 
931,368 families 

in the Detroit Retail Trading area— 
—there is no known 


can be covered 


—except 


by 


The Detroit Times! 


mathematical equation 
by which 

The Detroit Times "HALF" 
of this great and growing 
Detroit Market 


You’re Missing Something 
If You Miss The Detroit Times 


REPRESENTED NATIONALLY BY HEARST ADVERTISING SERVICE 


St. Joseph aspirin and other drug 
products, and it commissioned the 
research group to find out what 
features people prefer in calendars 

For the survey, two panels of 
500 consultants, representing all 
classes and income groups, were 
selected. Conclusions were based 
on questionnaire returns of 96.5%. 


@ The average home, according to 
the survey, has 3.4 calendars in 
use. One-fourth of the consultants 
reported they had five or more 
| calendars in their homes. 

The kitchen is the most popular 
room for hanging calendars, with 
eight out of ten reporting calendars 
in this room. Second in popularity 
is the bedroom. More than half had 
calendars in this room. Third is the 
living room, with 31%, and fourth 
the dining room, 25%. 

Three out of five home calendars 
in use are delivered to the home 
via mail, delivery boy, Boy Scouts, 
house-to-house distribution, etc. 
Only 32% of calendars in use are 
picked up while shopping. 
| Of all home calendars received 

| vem druggists, nearly half are de- 
| livered to the home, while 43% are 
|picked up while shopping. While 
|the average drug store serves 772 
| homes, it has only 178 calendars in 
| use. 

. In line with the survey findings 
on what people prefer in calendars, 
| Plough is putting out two 1953 cal- 
|endars for distribution through its 
| druggists, incorporating new fea- 
tures. 

The calendars have pages that 

'may be turned over and kept for 
| future reference, instead of being 
torn off and destroyed. Two-thirds 
|of consumers prefer this type. 
| There will be space for daily notes, 
|a feature stressed by six out of ten 
queried. Other features include 
| historical dates, first aid informa- 
'tion, weather forecasts, planting 
| charts, moon phases, time sun rises 
and sets, birthstone information, 
breeder’s chart and record, and 
signs of the Zodiac. 

Heavy blue lines at top and bot- 
tom will give the calendars a short- 
er appearance. This was favored by 
many, especially people in cities. 

The new calendars aiso will have 
an improved head so that the drug- 
gist’s name will stand out. Each 
month contains promotion mes- 
sages for the many departments 
and services of the drug store, such 
as prescriptions, cosmetics, baby 
department, winter needs and sum- 
mer needs. 


Scout Magazine to Sell Ads 


Leader, a publication of the Girl 
Scouts of the U. S. A., New York, 
and intended for the 400,000 adults 
active in the organization, will 
open six of its 32 pages to advertis- 
ers, beginning with the January, 
1953, issue. The magazine has been 
published for 29 years without ads. 
Rates will be based on $1,400 a 
b&w page. Space will be offered 
first to advertisers in The Ameri- 
can Girl, official Girl Scout publi- 
cation. 


Magazine Writers Adopt Code 


A 22-point “Code of Ethics and 
Good Practices” has been adopted 
by the Society of Magazine Writ- 
|ers, New York. The code compiles 
|“the best of the universally ap- 
plicable practices of the trade for 
the guidance of non-fiction writ- 
ers and editors.” 


Manson-Gold-Miller Adds 2 


D. R. (Dick) Kothe, formerly 
director of radio and television of 
Harper Advertising, St. Paul, and 
Hubert J. Schmidt, previously with 
Melamed-Hobbs, Minneapolis, 
| have been appointed account ex- 
|ecutives of Manson-Gold-Miller, 
Minneapolis. 


Goodman-Kleiner to Feldman 
Goodman-Kleiner Co., New York 
manufacturer of medical and lab- 
oratory apparatus, has appointed 
George Feldman Advertising, New 
York, to direct promotion for itself 


| and its consumer division, which 


makes kitchen aids. 
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| Full of Pluses 

For Readers 

and Advertisers 

The New 

Country Gentleman 
Coming February 1953 


| * will see a sparkling new Country Gentleman with the 
February 1953 issue . . . a faster moving, harder hitting, more useful 
magazine for a bigger rural audience. 


All the skill of Country Gentleman editors—backed by all the resources 
of The Curtis Publishing Company—are now working full steam to make 
a great magazine greater .. . for today’s greater Rural America. 


You'll See All This In The New Country Gentleman! 


New Editorial Technique 
giving more compact, faster paced 
coverage of more subjects on new 
page size. 


More Titles 
including many new departments, 
further broadening appeal to all age 
groups of both sexes. 


Better Presentation 
through new visual techniques in 
telling picture stories and illustrating 
sharply written, action packed text. 


More Color 
cover-to-cover, and faster, better 
printing made possible by heavy in- 
vestment in new equipment. 


New Cover Design 
with illustrations by top artists inter- 
preting a rich variety of scenes of 
the American farmer at work. 


Expanded Staff 

including new Field Editors added to 

bo nationwide network of 400 special 
“grass-roots” reporters. 


You can count on it... the new Country Gentleman will be an even 
interesting and helpful magazine for Better Farming and Better Liv: 
... an even greater selling force throughout prosperous Rural Amer 
... an even better advertising buy! 


" Couniry Gentleman 


"Country Living’’ 
the unique section of better living 
ideas and inspiration for every mem- 
ber of the family. 


Regional Reports 
interpreting local farm developments 
in four areas against their meaning- 
ful national background. 


New Advertising Units 


providing greater variety in space 
and color combinations available. 


Circulation Bonus i 
already 100,000 above 2,3 
rate base, with present indications of 
total passing 2,500,000 in first six 
months of 1953. 


Low Cost Per M— 
already the lowest among 
magazines—and with bigger 
coming, one of lowest amon 
magazines. 


FOR THE GREATER RURAL AMERICA 
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Backs Paul Jones’ Claim 
of ‘Four Generations’ 

To the Editor: This rebuttal is a 
trifle late, but on rereading AA, 
July 28 issue, I decided to take Mr. 
Eric Stigler to task for his Misap- 
plied Mathematics 

He objected to Paul Jones claim- 


The Voice of the Advertiser 


This department is a reader’s forum. Letters are wel 


to show him how wrong he could 
be, I'd like to present this case 
history. 

The date is 1870, and Paul Jones 
has just turned five years of age. 
The scene is a library, and sitting 
around a cozy log-burning fire- 
place are four men. The oldest, 
who is 92 years old, has just re- 


ever “...play a sort of Pied Piper 
role, leading consumers in a parade 
away from the plethora of ‘light, 
dry’ beers...” All I did was ex- 
press the opinion that more and 
more people were iooking for a 
beer that had more character 
and flavor than some of the beers 
they had become accustomed (or 
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reader thinks that “dobbs” in this! 


ad refers to Teddy Roosevelt’s 
spelling of daubs, meaning blotches 
of paint, then the Dobbs company 
should forget all about consumer 
recognition, and consider abolish- 
ing its ad department. 


if enough requests come in for it. 
Or maybe ADVERTISING AGE could 
reprint it as a sequel to the Lasker 
series. It is solid, red meat in con- 
centrated form, and ought to be 
| a good prescription for some of the 
|anemic copy now being put out 


The use of the lower case head-| under the name of advertising. 
lines is a fairly good change of) JouN Evans, 
pace. As for the signature, the rec-| John Evans, Direct Mail Ad- 
tangular border lifts it above the vertising, Chicago. 
commonplace, and the idea is car-| e e 
ried over into the Wallachs letter-| No ‘Russian Formula’ for 
heads, and, I presume, their direct! Domestic Vodka, He Says 
mail material. : To the Editor: I note with inter- 

At any rate, the ad is beyond’ .+ your article of Oct. 20, 1952, 


ing itself a “favorite for five gen- ati Eg net es . 
erations” and stated that two and marked tha: Paul Jones is his fa- | resigned) to, as a result of the | 1926. datelined “Hollywood, Oct. 17°’ re- 
a half was closer to the truth. Just verse whisky. His — who was | war. - B. L. TRIPPETT, | garding Vodka. 

70, agreed, as did his grandson, 48, May I, however, correct a state- | Universal Business Service, Seoiiniin: tee ieiien aan toll 


PREPAREDNESS EFFORT 
BOOSTS NEGRO INCOME 


$15 BILLION MARKET— 
AND STILL GROWING! 


Negro income up, employment up, pur- 
chasing »wer up — and they're still 
rising! The Negro market is big business 
— and getting bigger every day! 15 mil- 
lion American Negroes must eat, drink, 
clothe themselves; spend $15 billion on 
things you sell. Sell the Negro market — 
the way they want to be sold — through 
their own Race publications, the news- 
papers and magazines they welcome into 
their homes and hearts. Negroes are loyal 
to their own publications they buy the 
things they see advertised there: they'll! 
your product when they see it ad- 
vertised there, too. Don't let your share 
of this huge $15 billion slip away! Ad- 
vertising effort pays off big in the Negro 
s! For full details write Interstate 
ted Newspapers, 545 Fifth Ave., , 
ing America’s leading advertisers for 
a decade 


E EXAMPLE: tor « publication tnat 

the cream of this rich market, you cant 

© New Courter—read by 1.900.000 Negroes 

states each week Color comics. magazine 

nm, and news section help make ft Amrri- 

CAE Most complere weekiy cewapaper Tell the 
Tee rou!) eff the Nears! set now’ 


and his great-grandson, 26. Thus 
was Paul Jones the favorite of four 
generations at the ripe old age of 
5. 

By 1892 the old gentleman's 
great-great-grandson was 26 and 
always drank Paul Jones. By 1914 
his great-great-great-grandson was 
26 and dittoed, as did his great- 
great-great-great-grandson in 1936. 
By 1952, his great-great-great- 
great-great-grandson was 20, still | 
unmarried, and with a lusty taste 
for good whisky. His favorite was 
Paul Jones. | 

You can readily see how conser- | 
vative Paul Jones’ claim really is. | 

WALTER D. NEHIN, | 

Bowman & Block Inc., Buffalo. 


| 

Schaefer Explains Philosophy | 
To the Editor: That was a nice | 
article you wrote about me in 
your issue of Sept. 29, but you give 
me too much credit. I doubt if I'll 


ment in your story which reads: 
“...His company intends to pro- 
duce and promote its beer as hav- 
ing character, body and flavor in- 
stead of being light and dry.” You 
see, to our way of thinking, the 
public need not be forced to choose 
between character and lightness, 
between flavor and dryness. We 
believe beer drinkers can have all 
these qualities in one brew. ..and 
the importance of our achievement 
is that we have found a way to 
combine character with lightness 
and dryness. 

If this sounds confusing, let me 
say that if we have any philosophy 
—as you suggest—it is simply to 
make the best glass of beer we 
know: how. The people will take 
care of the rest. Any one of the 
thousands of dealers who sell our 
product will tell you that. 

R. J. SCHAEFER, 

President, F. & M. Schaefer 

Brewing Co., New York. 


Agrees on Need for Wider 
Range of Ink Colors 

To the Editor: At home last 
night, I read with a great deal of 
interest Kenneth Butler’s Sept. 29 
discussion of the need for greater 
range in ink colors. I agree whole- 
heartedly with his views that there 
is a need for some subtle tones, 
some decorator tones, some varia- 
tions from the standard colors. 

Accordingly, I’m sure you'll be 
interested in seeing the enclosed 
reprint of the front cover of Hard- 
ware Trade’s October issue, fea- 
turing the ad of Janney, Semple, 
Hill & Co.’s Janney Best Magic- 
Kote paint. This, I think, qualifies 
as one of those unusual departures 
in inks, certainly for a wholesale 
hardware firm if not for a more 
“glamorous” business institution. 

I think it a particularly apt 
choice since it so nearly duplicates 


days because associations and 
wholesalers are urging the use of 
deeptones like this in store re- 
decorating. 

Agency on this account is Ruth- 
rauff & Ryan of Chicago. C. A. 


| TISING AGE. 


Greenwood, Miss. | down by the federal government 


e e e jand all standards are the same— 
Retailers to Get Miller Story and all methods of production are 
To the Editor: Lewis Thompson, |the same. This business of “old 
editor of the New Mexico Bever- | Russian fermula” for a domestic 
Vodka is erroneous and not accord- 
ing to the facts. 
I would suggest that you check 
with the regulations of the Alcohol 


age Journal, a monthly publica- 
tion, has agreed to reprint the/ 
wonderful story of the Miller 
Brewing Co. published in the Sept. 
1 issue of ADVERTISING AGE pro- 
vided your newspaper will grant 
him permission to do so. Miller 
High Life beer has only been dis- 
tributed in this part of the coun- | 
try for a little over two years and 
a story such as this would be a 
wonderful help to my territory if 
placed before a little over 1,300 | 
retailers in the liquor business. . . | 
Cuarves J. Procrer, | 
State Representative, Miller 
Brewing Co., Albuquerque, N. 
M. 


| 
| 
| 
| 


House & Garden 
— medium of 


To the Editor: I found a great 
deal of interest in your very fine 
article about the Miller Brewing 
Co. in the Sept. 1 issue of ADvER- 


Ours is a trade publication going 
to wholesalers and retailers of al- 
coholic beverages. I wrote Mr. | 
Mullen [Miller ad manager] stat- | 
ing that portions of your article 
made good trade copy, and I would 
like to reproduce it in the Illinois 
Beverage Journal, giving credit to | 
Bruce Bradway as the author and 
its appearance in ADVERTISING AGE. | 
Mr. Mullen states that the story | 


was originated and written by Mr. 
Bradway and that I should ask 
you for reprint permission. 
JaMEs E. O'BRIEN, 
Publisher and Editor, Illinois 
Beverage Journal, Chicago. 
+ + * 
Ad Infinitum? 
To the Editor: Rather belatedly 
I read Whitt Schultz's article on 


“Repeating Is a Must for Mail | 


the deeptones popular in interior | Oyqer 1951 
decoration. Tones such as this, too, He recommends the theory that ’ 
are close to dealers’ hearts nowa- an ad must be repeated to bring 

more 


in more orders in mail order and 
that the more often the ad is re- 
peated, the more orders a man gets. 

Going along with that line of 
thought and carrying it to its ulti- 
mate conclusion, we find that 
every mail order advertiser be- 


as in 


stores mentioned 
HOUSE & GARDEN 


exclusively in their 


Conrad handles it. Ink is Lewis comes a multi-millionaire by re- bal 
{ Roberts’ Crimson Magenta peating his ad. own store paid newspaper 
2 Bos Wren, Bruce LINDEKE, vtie eee 
” sal BOB WIHREN, = award S. Kellogg Co. Los | @dvertising of homefurnishings 
Associate Editor, Hardware A 1 7 pie, 
Trade, St. Paul, Minn. aan. home equipment and building 
* * * . h 6 h 
* e e e For Kennedy Fans during t e first months 


THE LOUISVILLE TIMES 


Upholds Use of L. C. Heads 

To the Editor: The Creative 
Man’s criticism of the Wallachs 
advertisement in the Oct. 6 issue 
is not particularly incisive or co- 
gent, and certainly not very clever. 

The Wallachs ads have received 
| favorable comment in a number of 
| trade journals. Leslie Pearl, the 
copywriter, was quoted in Fortune 
|last month as saying he likes to 
make a reader work a little. Obvi- 
| ously, the use of lower case letters 
in the headline and signature in 
this ad is in keeping with this for- 
mula. 

If the reader thinks “racquet 
club” in this ad is a discussion of 


To the Editor: John E. Kennedy 
fans may be interested in a little 
book I just ran across in my li- 
brary. It is “Intensive Advertis- 
ing,” by John E. Kennedy, and it 
tells the whole story of “salesman- 
ship in print” in his own words. 

This is a little book, with no 
wasted words, It’s 5x7, 36 pages 
with separate cover, not copy- 
righted, reprinted 1940, 1943, 1946, 
and bears the imprint of The As- 
sociated Business Papers (which I 
believe is now Associated Business 
Publications), 205 E. 42nd Street, 
New York 17. I am under the im- 
pression that it was given as a 
premium years ago with a sub- 


of 1952 than 


any other national 
home service 
magazine. 


House 
& Garden 


the handle of an implement em- scription to some business publi- 
ployed for batting a tennis ball cation. 

back and forth over a net, then he Possibly the publishers may 
probably is not a Wallachs custom- have some copies left, or may find 
er. After all these years, if the it worth while to reprint it again 


Owners and operators of Radio Station WHAS and Television Station WHAS-TV 
371,134 DAILY * 300,970 SUNDAY 
REPRESENTED NATIONALLY BY THE BRANHAM COMPANY 
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Tax Unit before you make state- 
ments regarding this brand or that 
brand as to which is the oldest in| 
this country and how it is pro- 
duced. 
MARVIN H. COLEMAN, 
President, Sunset Inc., Chicago. 


Adds to AA Analysis 
of West's Development 


To the Editor: Congratulations 
on the comprehensive, thorough 
and penetrating analysis of the 
West in your Oct. 20 issue. 

I thought your charts on the 
breakdown of income were par- 
ticularly good. I do not recollect 
having seen this particular job 
done before. Of course, in a sur- 
vey of this kind the problem is to 
know where to saw it off. You 
could have gone on indefinitely, 
but so far as I can see, you did not 
overlook any outstanding points. 

One or two things come to mind 
that you might want to consider 
for future treatment: 

1. The fact that the population 
trend westward runs counter to 
the water supply. A group of Stan- 
ford University professors were 
asked to submit information and 
suggestions to the President’s com- 
mittee on water policy. They 
pointed out “that the eastern half 
of the country has a net surplus of 
rainfall while the western half, ex- 
cept the extreme northwestern 
corner, has a net deficit of precipi- 
tation. ..prophesied the likelihood 
that in years to come the West 
would have the population and in- 
dustry and the East the farm- 
land.” . 

(2) The fact is that the indus- 
trialization of the West, or at 
least such industrialization as we 
have, has been compressed into a 
period of some 12 years, whereas 
the rest of the country has been 
able to take its industrial growth 
in its stride. 

In our annual Metals and Metal- 
working number for 1951, we said: 
“...we have a solidly-based and 
self-reliant industrial economy 
which would have seemed a fanci- 
ful dream ten years ago. 

“But even more striking than all 
these physical changes is the trans- 
formation that has come to pass 
in industrial methods. Compare 
what passed for efficiency in 1941 
with what is standard practice to- 
day. To put it frankly, industry 
in the West was in the kinder- 
garten stage. 

“For example, take the matter 
of quality control and inspection. 
Many of the largest plants seemed 
to have no conception of metal 
standards. Establishments with 
labor forces of more than 1,000 
men were attempting to turn out 
work that could not meet the in- 
spection standards of the armed 
forces. Their ignorance of the use 
of gages was abysmal. 

“In some cases the military au- 
thorities had to threaten to close 
plants down unless they reformed 
their methods within 48 hours. In 
fact, the West owes a big debt of 
gratitude to Army Ordnance, 
Chemical Warfare Service, the 
Navy and Air Corps for their in- 
sistence that standards be adhered 
to, and that their requirements be 
met. 

“Today practically everyone in 
the West knows these funda- 
mentals as well as anyone else in 
the country. In one decade a tre- 
mendous change has taken place, 
actually a transformation that in 
the older industrial areas of the 
United States took place over a 
long period of years.” 

(3) The influence the atomic 
energy plants are having on indus- 
trial thinking in the West. You had 
a very good survey on Richland, 
Wash. Ten years ago such a sur- 
vey would have been ridiculous 
in the extreme because Richland 
was only a small farming area sur- 
rounded by a lot of desert. Not 
only is it worth a market survey 
today, but it is important indus- 


|vendors representing 
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trially as indicated by the fact 
that the local chapter of the In- 
strument Society of America had 
an instrument show where 33 
100 manu- 
facturers showed items of equip- 
ment. Registered attendance was 
1,002 persons, and visitors came 
from Spokane, Portland, Port An- 
geles and Seattle... 
A. C. PRENDERGAST, 
Editor, Western Industry, San 
Francisco. 


, publications. 


Names Thompson Advertising 

Protective Coatings Corp., Rich- 
mond, Cal., has appointed George 
E. S. Thompson Advertising, Oak-" 
land, to handle advertising on its 
newly developed caulking gun.| 
Plans call for trade and consumer 


1952 Survey of the Vending Industry 
16 Pages of Valuable, Factual Data Covering: 


@ SALES STATIONICS BY PRODUCT © MARKETING FRACTIONS 
SOPTRATING MITHODS © 1000-50-51 COMPARISONS 
@SUTING FORECASTS @SEAND PREFERENCES 
Get the complete accurate picture of the vending indus. 
trys present standing es « vital merchandising force. 


Appoints Camm, Costigan 

Milwaukee Boiler Mfg. Co., Mil- | 
waukee, has appointed Camm, | 
Costigan & Seitz, Milwaukee, to 
direct its advertising. 


The Billboard Publishing Compeny 


The annual tourist population in UTAH is equal to the 
combined population of Los Angeles, San Francisco and 
Tucson, Arizona! 

These three million money-spending tourists are an ex- 
tra bonus for you in this isolated, vigorous, great and grow- : 
ing Salt Lake City-Ogden market. : 

Use PACKER “heart of the city” POSTER advertising oe 
—a thrifty, colorful medium in a prosperous market. | . 


a Harry HA. pS ae Ca Enterprise—Salt labs City—Odgden 


“Shed of over a Willon sm Market . 


DO YOU KNOW 


UTAH DIVISION 


Executioe Offices—Cloveland, Ohio 
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Unabashed Joe Pinkus 
Places Per-Inquiry Ads, 
Pays Cash in Advance 


By Lawrence Bernard 

Newark, Oct. 29—In 1939, Jo- 
seph J. Pinkus invested $42 in a 
mail order ad for Kelpidine, a 
weight-reducing pill, in a New 
York newspaper 

Today, Joe Pinkus says proudly 
he owns a $265,000 building, a 
$35,000 hore situated on a half- 
acre of ground, the A.H.P. Co., a 
mail order advertising agency bill- 
ing abeut $1,000,000 annually—of 


Unique Mail Order Specialist Runs 
$42 Ad into $1,000,000 Business 


which some $200,000 is on a per- 
inquiry and guarantee basis. And 
he is probably one of the biggest 
mail order men in the business. 
On the average, Joe has upwards 
of $200,000 worth of advertising 
scheduled monthly, all of which 
has been paid for, cash in advance. 
In some magazines, he says, he has 
ads running on the second, third 
and fourth covers, plus two or 
three inside pages, all in the same 
issue. 
most unorthodox 


® Further, this 


agency owner offers to let any pub- | 


client, any time, any size, in any 
book the publisher 
viding the agency gets 
needed. 

Stories on per-inquiry deals pop 
up from time to time in radio cir- 
cles. In magazines and newspapers, 
per-inquiry is severely frowned 
upon by most publishers, and just 
casually mentioning the name, 
“P.f.” in their presence is bound 
to bring loud cries of “hush your 
mouth.” 


“help” 


® But Joe Pinkus spends between 
$15,000 and $20,000 a month on 
per-inquiry advertising and is 
eager to tell anyone exactly how it 
operates. In fact, he'll tell you 
everything about his P.I. deals— 
except which magazines run them. 
Further, the P.I. deals can’t be fer- 
reted out of the magazines by look- 


lisher run the advertising of any|\ing for Pinkus ads because Joe 


ae 


Sma Advertising goes to 
PRARIA...where the Money IS- 


METROPOLITAN PEORIA IS 


76th in 


Seat test marker 
in the Midwest,” 
++. say Agency and Advertising 
Executives in Sales Mgmt Surveys. 


POPULATION 


29: in Per Capita 
BUYING INCOME 


PEORIA JOURNAL STAR 


Covers All Peoriarea 
Represented Nationally by WARD-GRIFFITH CO.., Inc. 


| = In that 


has evolved the perfect way to dis- 


basis. 

It all started with the $42 Kelpi- 
dine mail order ad mentioned 
above, and if Joe hadn't known his 
medical dictionaries it would have 
ended with the same ad. 


8 Not long after the ad started, 
the Post Office called him on the 
carpet with a 
charge of fraudu- 
lent use of the 


mails. Joe fought 
the case all the 
way up to the 


U. S. Supreme 
Court, and two 
years ago won 
by a unanimous 
decision. 

“I’m the only 
man who ever 
beat the Post Of- 
fice in the Supreme Court of the 
U.S. by a unanimous decision,” he | 
boasts. He did it because in his 13} 
ebullient years of attending col-| 
leges (he has a BS., M.A., took | 
Ph.D. work and went to law 
school), Joe included the Univer-| 
sity of Missouri medical school. 

Although he did not graduate, | 
he came across a little-known sub- 
stance called “Fucus” which sev- 
eral medical dictionaries define as 
a cure for obesity. Fucus has a 
lengthy record of medical success 
in Europe and has been used in 
the U. S. to keep weight down on 
pregnant women. Fucus is the main 
ingredient in Kelpidine. 

Joe made his point and won his 
case. 


Joe Pinkus 


first year, billings of 
A.H.P. amounted to about $15,000. 
Five years later, they were $500,- 
000. This year, Mr. Pinkus says 
his agency will bill more than $1,- 
000,000. 

“I expect to go to $3,000,000 or 
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$4,000,000 billing in the next three 


chooses, pro- guise them: He runs exactly the or four years, and if it’s possible 
if same ads on a straight card rate to go beyond that, I will.” 


Joe explains the agency’s in- 
ability to expand faster than $1,- 
000,000 annually because of its 
cash-in-advance setup. 


® “I always pay cash in advance. I 
give no credit and take no credit. 
This way, I'll never go broke.” 
But this is no reflection on his 
credit, he points out, claiming that 
he can get $200,000 without any 
difficulty, should he want it. 

Often he buys thousands of dol- 
lars’ worth of space in a publication 
without even a written order. He 
picks up the phone, calls in a key 
number for one of his ads, and 
promptly mails his check. 

A.H.P. has recognition from the 
Periodical Publishers Assn. on a 
cash-with-order basis. The agency 


}does not have American Newspa- 
|per Publishers Assn. recognition. 


ANPA requirements, among other 
things. say an advertising agency 
must be “bona fide.” 

Joe does not advertise in New 
York City newspapers because they 
do not give A.H.P. agency commis- 
sions. This, he says, is because he 
owns “some” of the companies for 
which he advertises. 


@ “I would spend $250,000 a year 
in New York City if they gave me 
recognition,” he said petulantly, 
adding that the agency is not rec- 
ognized because “someone once 
wrote a nasty letter to ANPA about 
me.” 

A.H.P. places advertising for 
more than 20 companies, all in 
the mail order field. Most of the 
companies use 318 Market St. for 
their headquarters, which is the 
same address as the A.H.P. agency. 
A partial list of these companies 
includes: 

Perfume Import Co., Spot Re- 
ducer Co., Dream Girl Fashions, 
Master Art Helper Co., Hit Tunes 
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Talerep2. f.. ANNOUNCES 
THE/PURCHASE OF 


MERRITT OUTDOOR ADVERTISING CO. 


The combined facilities of Stalcup and Merritt now 
offer painted bulletins...24-sheet posters...spectac- 
ulars...electrical sign manufacture and maintenance. 


STALCUP, INC., 3126 Main Street, Kansas City, Mo. 
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Co., Figure-Adjuster Co., Plastic 
Seat Cover Co., American Type- 
writer Co. (sells Remington Rand 
typewriters by time payments), 
American Health Aids Co. and 
Masculiner Co. 


# Also advertising through A.H.P. 
are Aunt Martha shopping section 
products, Rembrandt Perfumes Co., 
American Truss Co., American 
Skin Cream Co., Lippalet Co. (cos- 
metics) and Royal Gem Co. 
A.H.P. is not listed in the Stand- 


ard Advertising Register’s agency | 


list because, according to Mr. Pink- 
us, “they never asked me to.” 

The agency employs about 20 
people and has a monthly payroll 
considerably less than $5,000. Mr. 
Pinkus serves as sole owner, presi- 
dent and space buyer. He is assisted 
by his wife, who is “with me 24 
hours a day,” and Harriet Tavan, 
a copywriter. 

A.H.P. stands for “Ah, Pinkus,” 
the president explains jovially. 
“Space sellers say, ‘Thank God for 
Pinkus, I hope nothing happens to 
him,’ ” he adds. Further knowledge 
of some of the agency’s space-buy- 
ing operations explains, to some 
degree, the feelings of these space 
sellers. 

Representatives will often call 
Joe to tell him that their book is 
ready to go to bed with one or more 
unsold covers. Joe is always happy 
to buy one or more covers from 
these salesmen on a per-inquiry 
or guarantee basis. This is his defi- 
nition of P.I. and guarantee deals: | 


s P.I, Deal—The publisher runs an 
ad and checks the returns periodi- 
cally. He gets a varying amount 
per order, depending on what the 
item is. The order coupon may be 
addressed to the company or direct 
to the publisher, whichever the 
latter chooses. Here are some typi- 
cal publisher’s returns offered by 
Pinkus per order: 

For a $9.95 Spot Reducer, $5 net; 
for a $4.98 Figure Adjuster, $1.50 
net; for a $2.98 Hit Tunes order, | 
$1 net; for a $1.98 Master Art Help- 
er, $1 net, and for a $9.95 Dream 
Girl Fashions nightgown, $3 net. 

Guarantee Deal—The magazine 
runs an ad until the company gets 
back its investment. If the returns | 
for one ad do not equal the invest- 
ment, the publisher is obligated 
to “help” the company by running 
additional free advertising. 

If the returns exceed the invest- 
ment, the company will pay for 
the extra space. 


® An agency memo sent to pub-| 
lishers reads as follows: “We will 
buy at card rate any cover or full 
page ir. any of your issues provided | 
that if we need help we will get 
it, and we will pay for any extra | 
help we get if it is beyond what 
we need.” 

Usually, Joe says, a guarantee 
deal needs one-column’s worth of 
free “help.” 

As mentioned, exactly similar 
ads wiil run under straight space 
rates, and guarantee or P.I. deals 
in “hundreds” of magazines, rang- 
ing from the top gilded fashion 
books to the sleaziest comic or 
pulp magazine. It’s impossible for 
the reader to tell which is which. 

In some instances, the magazines 
will run several A.H.P. ads in the 
same issue, some of which are on 
straight space rates, and others, 
deals. 

Joe keeps the names of his “deal 
publishers strictly confidential. He 
also concedes that most of the first 
class magazines are not involved in 
the deals. 


® He insures a good response to his 
deal offers by only advertising 
those items which have pulled well 
in regular space rate tests in top 
publications. He is constantly test- 
ing new products and only keeps 
those that are successful at card 
rates. 

“I was able to build up this large 
volume of guarantees and P.I. deals 
by being completely honest with 
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the past 13 


the publishers over 
years,” he said. 

“In the beginning, a lot of pub- 
lishers wouldn't trust me or believe 
me, so I let them receive the cou- 
pons.” P.1. and guarantee deals oc- 
casionally keep certain publishers 
from going under, Joe claims. 

“There are some publishers look- 
ing for these kinds of deals who 
thank me for sending them my 
letter.” The form letter explains 


|the A.H.P. system and invites the 


publisher to call immediately for 


new advertisers. 

Supremely confident in his abil- 
ity to make money for himself and 
publishers, Joe issues some rather 
astonishing invitations. 


@ “I’m making an open offer to any 
and all magazines. They can take 


any of my ads—choose the ad, | 
space and time—and | will pay | 


card rate, cash in advance. If I get 
more orders than I need, I’ll pay 
them for the extra orders. If I’m 
not successful, then they must run 


whatever additional space they 
think is needed. If this produces 
more orders than I need, I will pay 
them for the additional orders. 

“This is a plan for publishers to 
increase their advertising revenue 
by many thousands of dollars a 
month. They can write me, phone 
or wire collect. 

“I can show radio agencies how 
to increase their revenue by thou- 


sands of dollars each week,” Joe | 


continues in his uninhibited man- 
ner. “No matter who the publisher 


$20,000 WORTH 
of art and layout 
' material for only 


A full, $180! 


CLIPPER 

Multi-Ad Services, inc. 

105 Walnut, Peoria, Hl 
THE CREATIVE ART SERVICE | 


“Tt’s set—Tom won’t worry 


Policies tailored to many specific needs 
are publicized widely and well, through the 
printed page—brochures and folders that 
sell security with pictures and words. 


Many successful printed messages of wise 
family welfare appear on Oxford papers, 
thus assuring full justice for illustrations— 
in clean, well-defined reproduction of color, 
line and screen. Coated and uncoated, the 


In minimizing personal future hazards 
American insurance companies provide 
peace of mind for millions of families. 


about his getting to college? 


exceedingly wide variety of Oxford grades 


provides fit foundation for pages that sell. 


OXFORD PAPER COMPANY, 2530 Park Ave., New York 17, N.Y. 


XFORD PAPERS 


Help Build Sales 


Mills at Rumford, Maine, and West Carrollton, Ohio 


OXFORD MIAMI PAPER COMPANY, 3.5 East Wacker Dr., Chicago 1, /II. 


Trang ele 


Sgt els SM yey Oe as - ai i eS ne EDS [eee lt! ko re ee wee en 
ae Ree bait L. tet ae cae: ae Se ee 4) Oo at torr oy ee et: of et peta ets ee : 
eae oats. Sa ce, e as Ma 3 Eig A a a =" ee ee 
oo Sige i aie Boat tie eae IS Sea tM — Hiei ee _ | Sas £9. | fea 
ee a eee) a Bearer is Sa eee est ot aes Ou ge Fey = Pi b . + 4 “4 SS tye & 
| ee 67; set 
| a pe } x ot aN a Ra 
a Kd ee . ms 
; pe 
; -4 Yer. ap 
i“ E » “i 
a , 
eer 
oy 2 ~ 
nf Ly Sf s 
a: = 
—e _ ee Wan 
ae HH 
Sek 
iad j Sa Ne ote 
ama mee IES 
oo fk = *% rt Ee 
Q We 1 } i 6 
’ Se ; ye | oe A 
. = oe me. ki <, Reacts 
M.S ut . Vee . - - z q a : 
ay a a ) ae 
- a . oo 4 Be Si 
aL (J as & * v j | org o 
Hy Ee; : 4 .< Peete 
WHT ith «€ ¥ 5 < a. - ‘ Bete 
‘ . sa _— Pe. 4 ‘ a te i ie 
a eee pe . <td at Tegeec oae - io Ss 
- ——— = | <4 ae 2 oe 
° ee 5 Fee | my : ‘\ i aoa ae ee: 
‘ % a F. : eee = ; aes ak 
’ oe a = Be. : yee 
: Ber wit ; 4 ae 7a : en a 
i a = a \ che a ea 
rd geese 7 is ¢ % a i Acar 2 
j 4 : ss F. iz Sn, 7 f EB - 
é ae er ~ © + ig. “ pea all eee 
; ff — FA ie poe . mo b | } ‘as s L a aT ae i 
- ‘ . ae F ae ie a i ae ro one 
m gO: stocks aa “il tk tanita a & aS 
puRoe hn “ CS  —_" es " : gs 5. ae ros, oe *, : 
‘ Bot he Pe ag aes same an ry ene 
es ee } at a 4 oe 
‘ ee Brg hi. : : Bee eI cali * nae a : 
ais fe nae . yet om ii bs ny - vee 7 cae sain ger 8 € Bae ¥ 
Ps 1. k yi ' ee «of Says 
ee ae OLLEG te 
_ E ee : ais 
es Bes = 
- & os Ee a 
a ~ ee v "t ~ 
| Boro it oer 
ag = = 4 Pe ee 
% a: ae iy et Ris: 
Po J a 
‘ . say 
SS 
a : eS 
up aN ee 
Rip > we 
s* / Sah: w 
eer ae 
“ vite 
Fr. ror 
; ; ore 
ee 
ee dame 
| 3 i 
As onde 
C we 
. = ay x eon. < 
os omy tt ae 
. eee pave fe 
Qo ee Reha 
ae if od 
aint ee 
(St ia tg a 
a she 
. iy ; x. 
5 a 
ns ot 
= iii g ‘ i os ee 
: Be eden ae eet oe “e Cee ae: eee: : 7 Pads AE a ‘sa : 3: a ee ae eee 
me a eee es a: as = Se ag 62 Sos balan ey eRe Seat ln Sy NSS . a aL 3 Tae eae — 
ae BE hea oe, oe pS: eas sea ie ri ame Wrest . =n ek a at.) ae Sem <P. 


68 


Amating com lsvention motes drawing easy 
> COPeREReE! BO TeLeeT’ 
ee Essent 
00 Mani WEEDED: 
prepin, extenain, or Wii tite, or mene the on 
OVER ORAWH A STRAIGHT (ee BEFORT 


is, | have certain ads that he will 
accept. I have an ad for every type 
of publisher in every field.” 


Mew pee (ae rene, bon 
ortet VOM 1 TOU MATE 


A.H.P. uses “several hundred” aoe ne mses com ae 

magazines monthly, about 75 news- { , = ca) 

papers and radio stations and one q \> e F 

TV station (WVNJ, Newark) oe.” ie vt. ——— 

where he has spent “as much as ex ap 3 bs ORDER BY MAK AT 500» SAVINGS! 

$5,000 per week,” though he won't — 8 ; ws 

say how. - ‘e aya °.* | 98 
we *4 aad “4 _ 

s “I would like to use outdoor and 3 hn a ° 

car cards on a guarantee basis,” ye 7m al ey; 5 

Joe says, “but they would have to oe ater nome Ls PA) s 


convince me that their rates aren't 
too high.” 

He is completely forthright in the 
defense of P.I. Publishers who ob- 
ject to P.I. should not, he says, 
“because very often their rate is 
too high anyway, and they don’t 
know it. They should run a PI. 
deal to find out. 

“Although favoritism shouldn't 
be shown, on the other hand, where 
an advertiser’s budget is limited by 
the mail order response to his ad, 
he should be favored where possi- 
ble. it is for this reason that shop- 
ping sections enjoy a much lower 
per-line rate in the top magazines.” 
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THESE ARE TYPICAL—Above are some of the A. H. P. Co. ads 
which publishers can choose to run any size, any time, pro- 


A casual dresser, he likes to 
wear trousers and jackets from two 


This mail order operator, now 44, 
quits work at 5 p.m. daily and goes 
home to devote all his spare time| different suits. He doesn’t drink, 
to his “hobbies,” a two-year old| doesn’t smoke, has no truck with 
daughter and seven-year old son,|night clubs or New York City, 
“who is going to be a space buyer.” | which he seldom visits, and seems 
}to direct all of the tremendous 
. |amount of nervous energy stored in 
. Y A (his wiry frame into new ideas for 

4 | his business. 

He worked his way through col- 
lege by doing retail selling (“the 
best kind of experience that any- | 
one in the advertising field can | 
have”), and before going into the| 
mail order business, taught high | 
school, and college at Boston Uni- 
versity. An itinerant scholar, Joe | 
got his undergraduate degree from 
New York University, his Master’s 
from Columbia, and has attended 
Harvard, Missouri and Boston Uni- 
versity. 

“A confirmed reader and believ- 
er in ADVERTISING AGE,” Joe asked 
AA's reporter during the interview 
|to renew his subscription. 

| He paid cash. 


Another BLUE RIBBON Achievement! | 


} 


e im RETAIL SALES 


among Sales Management's 
162 Metropolitan Areas 


Steadily increasing is the standing 
of the Quad-Cities among the 162 
standard metropolitan areas. Now 
in 73rd piace for retail sales volume, 
the Quad-Cities continues to grow 
And growing with the community 
for over 25 years, WHBF is a power- 
ful influence in the homes of over 
240,500 Quad-Citians—quality people 
who buy quality goods—yours in- 
cluded, if you so desire. 


les Johnsen, V.P. and General Mgr. 


TELCO BUILDING, ROCK ISLAND. ILLINOIS 


Represented by Avery Knodel inc 
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KFAB's Midwest Empire has earned a BLUE RIBBON in 
recognition of almost a billion dollar corn crop this year! 
Taking part in this achievement is KFAB serving more 
hybrid corn advertisers than any other station in the area— 
THREE TIMES AS MANY. For years KFAB has been the 
achievement station for the farm advertiser. Regardless of 
what you have to sell to farmers, you can achieve “bumper 
crop’ results, coo! Write Harry Burke, General Manager; or, 
contact your nearest Free & Peters man. 
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viding they “help” the agency in the form of additional ad- 
vertising, if it is meeded to sell the items. 


Chicago Reps Boost 
Newspapers as Best 
for Direct Selling 


(Picture on Page 72) 

Cuicaco, Oct. 28—The Newspa- 
per Representatives of Chicago 
gave a slide presentation of a spe- 
cial study, “The Revolution in Re- 
tailing and Its Impact on Adver- 
tising,” at a luncheon today. 

The luncheon was attended by 
the club’s members, agency people 
and interested representatives of 
allied fields. 

The colored slides and presenta- 
tion gave figures and case his- 
tories to show the increased com- 
petition among brands on the 
shelves of serve-yourself super- 
markets, which are growing more 
popular with the consumer, and 
argued that only direct selling can 
maintain a brand’s popularity on 
the market. 

It was pointed out that a store 
could make a brand the top seller 
during a period by placing it on the 
top shelf. 


® Case histories of nationally ad- 
vertised products helped empha- 
size the rapid loss of customers 
that all brands suffer, and it was 
shown that these brands must con- 
tinually add new customers to 
make up for this loss. 

While the report indicated that 
sales volume can be easily in- 
creased through premiums, spe- 
cial-price deals, coupons and other 
devices, almost all these gains are 
lost within a month after such spe- 
cial promotions cease. The expense 


for these promotions, it was as-| 


serted, comes out of advertising. 

The only way to advertise a 
brand under these new competitive 
conditions is direct selling, which 
can be done best through newspa- 
pers, the survey concluded. 

This is the second year the club 
has made such a presentation. 


Patin Productions Joins Kling 

Ray Patin Productions, Holly- 
wood animation studio, has be- 
come a part of the Hollywood op- 
erations of the motion picture- 
television division of Kling Stu- 
dios Inc., which has its main of- 
fices in Chicago. 


M. S. Lewin Moves 
M. S. Lewin, publishers’ rep- 


18th St., Philadelphia. 


Rapid Increase in 
Supermarket Growth 
Expected Next Year 


Miami Beacu, Oct. 28—Super- 
markets will expand faster in 1953 
than ever before, but -increasing 
competition thereafter is likely to 
slow down the rate of growth. 

This prediction was made to 
members of the National Assn. of 
Food Chains at their 19th annual 
convention here by Lansing P. 
Shield, president of Grand Union 
Co., East Paterson, N. J., based on 
an analysis of answers to a ques- 
tionnaire recently submitted to all 
members of the association. 

Price estimates indicate that 
supermarkets to be opened by 
member chains in 1953 will have 
total sales of more than $1.2 bil- 
lion. 

More than two-thirds of the 
companies responding believe that 
newly created shopping centers 
will gradually replace traditional 
food store locations. Parking con- 
siderations are a major factor in 
this. 


8 Mr. Shield warned that the con- 
stantly increasing rigidity in the 
operating structure of supermar- 
kets today could be their undoing 
tomorrow. 

Non-food lines will receive more 
attention in °53, he said. The sur- 
vey revealed that health and 
beauty aids and so-called “drug 
sundries” are the most popular 
non-food lines. Housewares ran 
second, magazines third, hard- 
ware fourth and soft drinks fifth. 

Model stores in °53, he said, will 
be expected to do $42,000 a week 
volume, and the operator will in- 
vest about $100,000 in equipment. 


® Tracing the growth of the chain 
food store business since 1933, 
John A. Logan, president of the 
National Assn. of Food Chains, 
said that the nation’s 25,000 chain 
stores’ sales totaled $12 billion in 
1951. 

“In 1933,” Mr. Logan told the 
2,000 members, “45,000 chain food 
stores had sales of only $1.5 bil- 
lion. Last year, the 25,000 stores 
had sales totaling $12 billion. In 
each case it was approximately 


38% of total retail food store 
sales. 
“Last year, consumers. spent 


only 19% of spendable personal 
income for the same food that in 
1933 took 27%. Still, people eat 
better food now and pay higher 
taxes, too, which reduce spendable 
income. For per capita consump- 
tion has increased over 1933 from 
1,477 pounds to 1,578 annually, 
and most of today’s food is 
| in prepared form—less bulk, less 
waste.” 


| Graphic Arts Confab Set 


| The Research and Engineering 
Council of Graphic Arts Inc. will 
hold its first technical conferences 
on make-ready and pre-make- 
ready at the Palmer House, Chi- 
| cago, Dec. 4-5. 


| Tewhill Joins ‘American Home’ 
| William B. Tewhill, formerly 
with Cresmer & Woodward, New 
York newspaper representative, 


|resentative, has moved to 10 S.|has joined the advertising sales 


| staff of American Home. 


SEND FOR YOUR COPY OF THE 36-PAGE 1952 FACT BOOK 
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Ow you can present 


If you are selling equipment, materials, services 
or supplies to the expanding advertising market, 
your problem is how to reach the actual buyers 
who have the authority to spend advertising 
dollars in your field. 


Pin-pointing these buyers for you is the assign- 
ment of Advertising Requirements, the new and 
different advertising journal which will be de- 
voted to the production, promotion and mer- 
chandising aspects of advertising—the activities 
which are woven together by the successful user 
of advertising into an effective and productive 


campaign. 


Advertising Requirements will reach national 
advertisers—but will be read by advertising 
managers and their staffs, directly concerned 
with the purchase of equipment, materials, serv- 
ices and supplies required for their advertising 
and promotion programs. And it will penetrate 
the advertising market still further, by going to 
the big buyers of advertising in the local and 
regional field, many of whom are not included 
in the circulations of available media. 


And it will of course cover the advertising 
agencies of the country with great thoroughness 
—but here again it will be addressed to the art 
directors, production managers, program di- 
rectors and others specifically interested in the 
purchase of the products and services relevant 
to their important responsibilities. 


It will provide coverage of the principal media 
promotion departments, where many of the most 
skillful advertising practitioners are operating, 
and where new ideas in materials and services 
are always at a premium. 


This is a big audience of picked men—men who 
are charged with buying assignments aggregat- 
ing more than $3 billion a year. They are inter- 
ested in what you have to offer—and through 
the editorial pages, organized by departments, 
they will get the latest news of new products 
and services available for advertising use. 


In order to provide coverage of this market, 


Advertising Requirements will have a distribu- 
tion of 20,000, one of the biggest circulations 


Published by the publishers of 


ADVERTISING AGE AND INDUSTRIAL MARKETING 


your sales 


story toa national audience 
ot actual buyers! ( : 


available to those interested in the expanding 
advertising market. But even more important 
than the mere number is the fact that the 
character of the circulation is specifically tailored 
to the requirements of those producing the 
equipment, materials, services and supplies 
bought by advertisers and their agencies. 


This is a different audience from that you are 
accustomed to addressing—because it is made 
up only of active buyers of the products and 
services you are prepared to supply. 


Advertising buyers have welcomed Advertising 
Requirements, because for the first time it will 
make available to them, in carefully organized 
form, current information on the latest news 
and developments in all of the fields of supplies 
and services on which they depend for the 
successful execution of their campaigns. 


As A. R. Tofte, advertising manager of the 
Allis-Chalmers Mfg. Co., says in the letter re- 
produced oni this page, the new magazine will be 
a “bonanza” to those who work with all phases 
of advertising. And he adds that buyers “never 
get enough” of material of this character to 


x 


“ADVERTISING REQUIREMENTS 


should be a bonanza of aid!" 


SAYS A.R, TOFTE, Mgr. 
Advertising and Industrial Press Dept., 
ALLIS-CHALMERS MFG. CO. 
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supply the demand for practical information on 
all phases of the production, promotion, and 
merchandising aspects of advertising campaigns. 


Advertising Requirements is a natural for ad- 
vertising in the fields which it will cover. They 
are indicated by the 15 special departments we 
are setting up on the following subjects: 


Paper Signs and identification 
Printing and Binding Materials 
Premiums, Prizes, Visual Alds 

and Speciaities Direct Advertising 
Shows and Exhibits Art and Photography 
Sampling and Couponing Photoengraving and 
Typography and Layout Printing Plates 


Window and Store Displays 
Professional Services 


Labeling and Packaging 
Radio and TV Production 


The first issue of this new and different maga- 
zine will appear January 20, 1953, with a Febru- 
ary dateline. Write, wire, or phone our nearest 
office for detailed information now—while pre- 
ferred positions are still available. 


Advertising 
Requirements 


200 E. ILLINOIS ST. 
CHICAGO 11 


DE 7-1352 


SIMPSON-REILLY, LTD. 
1709 W. EIGHTH ST. 
LOS ANGELES 17 
DU 8-1179 


SIMPSON-REILLY, LTD. 
703 MARKET ST 
SAN FRANCISCO 4 
DO 2-4994 


MU 6-8180 


801 SECOND AVE. 
NEW YORK 17 
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Tucker Teils How Repetition of Ad That 
Didn’t Run Sold Seat Covers Like Mad 


1y 
~ New ‘Sales Opportunities Tucker, director of advertising, B.| promotion man from Akron—you 
i for: Fishing SFT aC MeL F. Goodrich Co., gave the Milwau-| know, the fellow with the special 
yh kee Advertising Club an unusual| price authorization—who 

1 Equipment Manufacturers example of the merchandising val-|the situation over and sat down 
hf, It will pay to investigate this new tackle and ue Of advertising in a talk here and wrote a strong seat cover sale 

9 equipment merchandising medium Write or last Thursday. newspaper ad. 


phone Fred E. Owens, Publisher 


Rattiap eae tenes 


Wilmette, lilinois @ Phone Wilmette 4714 


Said Mr. Tucker: 


MILWAUKEE, Oct. 28—Frank T. ager called in a high-powered sales 


“Some time ago one of our stores @ “He had the ad set up in type 
was loaded with automobile seat and asked the paper to rush over 
| covers. They were overstocked and | several copies of the first proofs 
iselling very few. So the store man- He got the seat covers out from 


And there’s a big difference 
between the top-ranking 
Chronicle and the other 
Houston newspapers. For 
example... 


THE HOUSTON CHRONICLE RANKS 


1774 


AMONG ALL U. S. NEWSPAPERS 
oe 
The Houston Post ranks 45th 
The Houston Press is not listed 
in the First Fifty report of 
Media Records 


PROOF AGAIN OF THE CHRONICLE’S POSITION OF 
UNDISPUTED LEADERSHIP IN THE HOUSTON MARKET 


For additional facts about the No. I 


your nearest Branham Company Office. 


Houston Chronicle 


JESSE H. JONES, Publisher R. W. McCARTHY, Advertising Director 
JOHN T. JONES Jr., President M. J. GIBBONS, National Advertising Manager 


paper in the South's No. I market, contact 
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WORLD'S 
FINEST 
TOOLS 


COUNTER DISPLAY—Model Lynn Mohr doesn’t usually make up part of this Thor 
tool display, a new one by Independent Pneumatic Tool Co., Aurora, Ill. 


under the counters, put them in the 
window and in good front-of-store 
display locations. He got an old 
seat from an automobile graveyard 
and covered it smoothly with the 
finest grade seat cover in stock. 

“When the proofs of the ad came 
over from the newspaper, he 
called all the sales people together 
and he read the ad to them word 
for word, and then he pasted proofs 
of the ad on the window and on the 
wall, and he made sure that every- 
one understood that they were go- 
ing to sell seat covers in a big way 
the next day. 


e “They did! They had the best 
seat cover sale that day in the his- 
tory of the store. It was so success- 
ful that the store manager thought 
he’d like to repeat the ad. So he 
called up the newspaper and asked 
them to rerun the ad the next day. 
Then he got a shock. The newspa- 
per advertising man said, ‘You 
know, there were some typograph- 
ical errors in that ad and before 
the corrections could be made and 
we had your okay, the paper went 
to press without the ad.’ 


“The ad hadn’t run, but they 
had sold lots of seat covers. ..and 
I think you know why.” 


Westinghouse Shifts Managers 

Three Westinghouse radio sta- 
tions will get new general man- 
agers effective Nov. 10. L. R. Raw- 
lins, head of KYW, Philadelphia, 
for three years, will take over the 
helm of KDKA, Pittsburgh, re- 
placing R. D. Duffield, who re- 
signed to enter another field. The 
resultant vacancy at KYW will be 
filled by Franklin A. Tooke, now 
manager of WOWO, Ft. Wayne. 
Moving up to head the WOWO 
operation is Carl A. Vandagrift, 
currently program director of that 
station. 


Starts Trade Publication Drive 

Virginia Shoe Co., Fredericks- 
burg, Va., has started a new, en- 
larged trade paper campaign for 
its line of Play-Poise children’s 
shoes, through its recently ap- 
pointed agency. Royal & De Guz- 
man, New York. The company is 
using consumer advertising tech- 
niques in business papers, with 
page ads in Footwear News and 
Boot & Shoe Recorder. 
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er in the Sep issue of INDUSTRIAL 


A mention for a metal frame 
MAINTENANCE Magazine pulled 1,234 


inquiries into our office within 28 days 


after publication. In addition, the maker was “swamped” with inquiries 


he received direct. 


If you're trying to sell industry, you can capitalize on that kind of response. 
Advertise in INDUSTRIAL MAINTENANCE and you get the biggest, broadest 


deateial " Te) 


. over 75,000 monthly. You “step into” more 


than 50,000 well-rated plants in 23 different categories. You get a “listening ear’ 
from the plant operating, maintenance and engineering groups who read 
INDUSTRIAL MAINTENANCE so regularly and so closely. You buy this live, 
responsive circulation at only $1.75 per thousand. Try it! 


pune power: INDUSTRIAL MAINTENANCE 


Phila, 32, Pa, 
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Farmers Found 
Heavy Buyers of 
Expensive Autos 


Data Show Rural Area 
Car Sales Rose While 
City Sales Lagged in 1951 | 


PHILADELPHIA, Oct. 28—Pointing 
up the increasing importance of 
rural centers as marketing areas, 
Dana Fernald, assistant sales man- 
ager of Farm Journal, told the) 
local chapter of the American 
Marketing Assn. that a late survey 
indicates farmers last year bought 
more high-price cars than resi- 
dents of metropolitan areas. 

Revealing for the first time the 
results of the Farm Journal auto- 
mobile survey, he disclosed that in 
2,810 counties (each with fewer 
than 25,000 passenger cars in use) 
41.37% of all passenger cars are 
located. In 1951 residents of these 
areas purchased 38.9% or 1,968,889 
passenger cars. This compares with | 
36.9% of the total passenger cars | 
purchased last year by residents of 
61 counties each with more than! 
100,000 passenger cars in use. 


® Other facts revealed to Apver- 
TISING AGE following the meeting: 

Rural residents of the 2,810 
counties register 31.6% of all 
Buicks in use, but in 1951 sales of 
this make of car in these rural 
areas were 38.75% of all Buicks 
sold. This compares with the 61 

. counties where 42.4% of all Buicks 
are in use but where last year sales 
dropped to 36.64%. 

Of Cadillacs in the rural areas, 
20.67% are registered, but in 1951) 
residents in these counties pur- 
chased 28.98% of all Cadillacs! 
sold. In the metropolitan areas, 
53.95% of the Cadillacs are regis- | 
tered, but last year sales dropped | 
to 46.46%. | 

Chryslers registered in the 2,810 | 
counties are 32.02%, while 1951 
sales were 36.38%. In the metro- 
politan areas, 42.51% of the 
Chryslers are registered, but last 
year’s sales were only 40.34% of 
all the Chryslers sold. 


® Of Oldsmobiles in rural areas, 
31.11% are registered. Last year 
sales were 36.86% of all sold. In 
metropolitan areas 43.04% are 
registered, and 1951 sales dropped 

to 39.24%. 
« Lincolns registered in the same 
counties are 29.03%. But last year 
33.26% of the total Lincolns were | 
purchased by these residents. In| 
the 61 counties, 44.37% of the Lin- | 
colns are registered. Last year) 
39.9% of the Lincolns were sold. | 

Chevrolets registered in the ru-| 
ral areas are 45.65%, but in 1951 
sales of this lower-priced car 
dropped to 41.91%. In the 61 
counties, Chevrolets registered) 
make up 30.19% of all in use, 
while in 1951 residents of these 
areas purchased 34.28% of all the 
Chevrolets sold. 

Fords registered in the 2,810 
counties total 47.62%, while last 
year residents in these counties! 
bought only 40.29% of all Fords 
sold. In the city areas 30.18% of 
all the Fords are registered. In) 

} 1951 these residents bought 36.64% 
} of all Fords sold. 


2 In Plymouths, both groups 
j showed increases in 1951, while 
the country districts bought more 
Willys and Studebakers than the 
city residents. 

Mr. Fernald told the marketers 
not to overlook the important cus- 
tomers “living in the shadow of 
metropolitan cities but not within 
city limits.” He said many sales 
heads have a tendency to concen- 
trate on big population centers, 
while sacrificing potentially large 
volumes of sales in the sparsely 
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populated districts within easy |New Norelco Model Bows | Appoints Kenneth Kinney 
reach. | North American Philips Co..New Kenneth Kinney, formerly clas- 
Graham Patterson, publisher of york, is introducing a new model sified advertising manager of the 
Farm Journal and Pathfinder and of its Norelco electric razor in|Evening Telegram, Superior, Wis., 
past chairman of the Advertising| Boston, Chicago, Cleveland, Los and of the News-Journal, Clovis, 
Federation of America, spoke Angeles and some 30 other big N. M., has joined the promotion 
briefly on the small-town rural | Markets across the country. The department of the Minneapolis 
market. He also received a certifi- | new model is double-headed and | Star and Tribune to handle retail 
: ss | retails for $24.95. Newspaper ad-|and classified advertising promo- 
cate of appreciation from the AFA vertising averaging 600 lines, plus| tion. 
for his services to that organiza- | ; dvertisi ry “ 
. | cooperative advertising, is run 
tion. James J. Spillan, v.p. of AFA ning in the introductory cities. Rat Advertising Adds Two 
and executive v.p. of Benjamin! The first Norelco was introduced Charles Hawk has been named 
Eshleman Co., made the presenta- three years ago. Grey Advertising, to supervise production and con- 
tion. New York, has the account. trol all agency traffic by Raf Ad- 
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| vertising, New York. Formerly, 
|Mr. Hawk was with Raf's client, 
Metal & Thermit Corp. Barbara 
Ann Keller, formerly with Outdoor 
Advertising Inc., has joined the 
agency’s art staff. 
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becomes a townsite 
for 50,000 


@ Is it your job to se!l to Canadians? Then look at Kitimat, B.C. Just 


yesterday—a sleepy mountain village of 580 Indians. Today—the hub of a 
million-dollar-a-week construction job on the world’s largest aluminum smelter. 
Tomorrow—a new industrial centre of possibly 50,000 people, experts predict. 
Look beyond Kitimat and aluminum . . . at the new oil on the prairies .. . 

the new iron ore in Labrador . . . the scores of new industries in 

Ontario and Quebec . . . and you'll want to take a look at your advertising 
schedules, to make sure The Star Weekly is there. 


For Canada’s great new tide of expansion is rolling evenly and steadily across the 
ahole Dominion. To the advertiser who wants to lead in the markets of tomorrow, 
The Star .Weekly’s traditional leadership in covering all Canada means more than 
ever. New markets, old markets—wherever there are 60 or more English-speaking 


families, there’s a Star Weekly carrier boy. No other publication in Canada 
covers so many people for the advertiser at such low cost—with the 
heaviest concentration where population and sales are heaviest. 

Wherever goods go in Canada—The Star Weekly goes, too, 


In Canada 


Published at 80 King Street West, 
Toronto, Canada. 

Montreal Office: University Tower. 
U.S. Representatives: Ward-Griffith Co. Inc. 


IN THE MAKING 


World's largest hydro-electric plant 
will feed power to the giant Kitimat 
smelter from nearby Kemano, above. 
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PHOTOGRAPHIC 
REVIEW 


Loe 


KYNETT PRESIDING—H. H. Kynett (left), Aitkin-Kynett, Phila- ana), Chicago, and Robert E. MacNeal, president, Curtis Publish- 
delphia, seems to have a good story for (left to right) John ing Co., Philadelphia, featured speokers at the Audit Bureau of 
P. Cunningham, executive v.p., Cunningham & Walsh, New Circulations meeting in Chicago last week. Mr. Kynett is 
York; Wesley |. Nunn, ad manager of Standard Oil Co. (Iindi- _ retiring president and chairman of the board of ABC. 


POLITICS?—J. N. Shryock (left), executive v.p. and managing director of Audit 
Bureau of Circulations, seems to be making a good point in a discussion with 
Sen. Robert S. Kerr (D., Oklo.), his luncheon partner at the 38th annual ABC meet- 
BIG — 5 sign, posted in 125 “choice” ing in Chicago. Sen. Kerr participated in a debate with Sen. Harry P. Cain (R., Wash.) 
, has brought all- on the opening day of the conference, Oct. 23. 

time high pF in Los Angeles for its bour- 
bon, James B. Beam Distilling Co., Chicago, 
says. Arthur Meyerhoff & Co. is the agency. 


NEWSPAPER FILM—Almost 400 advertising people viewed a special presen- 
“The Revolution in Retailing and Its Impact on Advertising,” at a luncheon 
n by the Chicago chapter of the American Assn. of Newspaper Representatives 
Tuesday. In the upper photo are H. Keefe, Chicago Tribune; Gerald Kealy, 
iP. McKinney & Son; J. M. Cleary, Roche, Williams & Cleary; and Ken Dennett, 
BMara & Ormsbee. Below are Henry C. Jann, Jann & Kelley; Eve Hardinge and 
abeth Burnham, Needham, Lovis & Brorby; Tom Burns, Chicago Tribune, and 
John Rohde, Reynolds-Fitzgerald. (Story on Page 68.) 


NOVEL MAGAZINE PRESENTATION—Dovid Gillespie, associate media director of 
Kenyon & Eckhardt (right), watches as Phil a Look’s Detroit ad manager, 
gives his magazine's new aut i th model car 28” long, which 
ViSIT—Robert Arndt (extreme left), executive v.p. of John Falkner during an informal gathering at the agency's headquarters. Left pe yon ae Me hes ks — electric motor. The cor is weed to rn nar F enage = 
Arndt Advertising Agency, Philadelphia, introduces Reggi Scheu- to right: Mr. Arndt, David Carlisle of Station WFIL; pee Dan- * Pag Ps actin tine nei a ving eat its editorial brains, fed 
bel (second from right) of the agency's New York radio-television sales ger of WPTZ; Miss Scheubel, Robert a pee ee — ressachers end writers. 

staff to executives of Philadelphia radio and television stations Teeter, sales manager of KYW. 


- 


MR. GARDNER'S WEEK—More than 2,000 people attended Gardner Advertising Co.'s three-day cele- £. Cooley, chairman of the board, Southwestern Bell Teleph Co. Center: Mr. Gardner shakes hands 
bration of the 50th anniversary of its founding by H. S Gardner Sr. Here he is with guests and key with John C. Naylor (left), v.p. of Pet Milk Co., and Robert L. Latzer, Pet president. Right: Elmer G. Mar- 
officers at one evening party. At left he shares a joke with Jack Leach (bow tie), Gardner v.p., and Victor shutz (right), president of the agency, chats with Ray McCarthy (left), KMOX, and Robert Convey, KWK. 
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James Gray Dies; | tannica. At one time he had charge January this year, and was a) KLAC Promotes Buskett _2 New TV Stations for NBC 
2 | of page arn Penny page of the ae of the Advertising Club of! yorry Buskett, radio sales m an National Broadcasting Co., New 
New York American. Louisville. ager, has been promoted to assist- | York, has announced the affiliation 
Was Board Chaciman| | ho On ant general sales manager of ra-| of 7 new a —_ 
yn bacco CHARLES (ele) NIAA Researc. ns Office dio and television for KLAC and/ now under construction. They are 
of Re olds To c EE NS ” | KLAC-TV, Los Angeles. Mr. Busk-| WSLS-TV, Roanoke, Va., and 


WInsTon-SA.LeM, Oct. 30—James 
A. Gray, 63, board chairman of 
R. J. Reynolds Tobacco Co., died 
of a heart attack here yesterday. | 
He had been with the company 
since 1920 when he was elected a 
director and v.p. 

Mr. Gray was born here in the 
same house in which he was living 
at the time of his death. After his 
graduation from the University of 
North Carolina, he began his ca-) 
reer as a clerk in Wachovia Bank | 
& Trust Co., of which he later be-| 
came treasurer, v.p. and a direc-| 
tor. 

In 1920 he accepted a position as 
v.p. of Reynolds, and was presi- 
dent of the tobacco company from | 
1934 until 1946, when he asked to| 
be relieved. From °'46 to °49 he) 
headed the company’s executive 
committee, and was elected board 
chairman the latter year. 


® Throughout most of his con- 
nection with the company, Mr. 
Gray watched over its finances, 
and until his death continued to 
pass on all advertising copy for 
Camel cigarets. 

He was a past president of North 
Carolina Bankers Assn. and a 
former member of the executive 
council of American Bankers Assn. 
From 1917 to 1920 he was a state | 
senator in North Carolina. In) 
1947 he established a $1,700,000) 
endowment fund, the income from 
which was divided among 11 col- 
leges in the state. - 


MRS. MINNA CAROTHERS 

New York, Oct. 28—Mrs. Minna 
Hall Carothers, 65, former presi- 
dent of the Federation of Women’s 
Advertising Clubs of the World, 
Advertising Women of New York 
and Women’s Press Club, died Oct. 
24 after a short illness. She was 
the widow of the late George C. 
Carothers of the State Depart- 
ment. 

Born Minna Hall Simmons, she 
started her business career as a 
shorthand teacher for a business 
school and later became advertis- | 
ing manager of the school. A few 
years later, after a short time 
with a printer, handling promo- 
tion, she opened her own adver- | 
tising agency under her maiden 
name. 

She became an account execu- 
tive of Stanley E. Gunnison Co. 
in 1928, one of the first women to 
serve in this capacity in the agen- 
cy field. From 1929 to 1930 she 
was associated with Wesley Asso- 
ciates. 


® Since 1945, Mrs. Carothers had 
been active in public relations and 
fund raising drives for various or- 
ganizations. She took an active 
part in organizing the League of 
Advertising Women, now known 
as Advertising Women of New 
York, and was president from 
1924 to '26. She was president of 
the Federation of Women’s Ad- 
vertising Clubs in 1926, and headed 
the Women’s Press Club in 1938- 
40. 

Early in her career, she served 
as special solicitor on women’s 
accounts with the old New York 
Globe and New York Evening 
Telegram. 


ALEXANDER SLAVITT 

New York, Oct. 28—Alexander 
Slavitt, 55, executive v.p. of Law- 
rence Fertig & Co., died Oct. 26 
at his home. He had been asso- 
ciated with the advertising agen- 
cy for the past 25 years. 

After his graduation from New 
York University, Mr. Slavitt joined 
Packard Motor Car Co. and be- 
came its New York advertising 
manager. Later, he held a similar 


position with Encyclopaedia Bri- 


Mipptetown, N. Y., Oct. 28—| The new Industrial Advertising | : . - “ 
Charles E. Koons, 69, president and | Research Institute established by a “—y head — — David E. | bak y ghia Plhghmen- <5 “ya Ae 
blisher of the Middletown the National Industrial Advertisers |+U"¢Y, general sales manager, ail pec’ 
nant ; ; |handles the over-all sales opera-| the air about Dec. 1 and WBRE-TV 
Times-Herald, died yesterday in| Assn. at its last national conven-| °° heut fee, 18 
James Walker Memorial Hospital, | tion (AA, July 7) has opened its | 4" we ty ap 
eae *| headquarters in the Engineers| 
Wilmington, N. C. He left by plane | Bldg., Cleveland 13. Lawrence J. 
last Thursday for a vacation in| idrick is the managing director 
Florida, and became ill while at-| of the institute and Lillian C. Har- 
tending a meeting of the Sports-! jin is in charge of the office. 
men’s Pilot Assn. at Myrtle Beach, 


S. C. Mr. Koons had been publisher | Appoints Edwin Mead See You at the Polls! 


of the Times-Herald since 1927, Edwin C. Mead, formerly with 


and acquired control of the paper the Methods Engineering Counc 
in 1946. and before that on the editori 
staff of mg -seemgenarone & 
BASHAM Maintenance, has n appointed 
THOMAS E. Th E editor of Electrical Equipment, a 
LoutsviLe, Oct. 28—Thomas E. sutton publication. J. M. BUNDSCHO, INC., Advertising Typographers 


Basham, 83, retired advertising ex- 
ecutive, died Oct. 23 at Kentucky ‘Building News’ Moves Office 180 North Wabash Ave. - RAndolph 6-7292 - Chicago 1 
Baptist Hospital. di Here Type Can Serve You 
Building News, Los Angeles, 
Mr. Basham was president of the serying Southern California build- 
Thomas E. Basham Advertising| ing trades, has moved to 5616 San 
Agency until his retirement in| Vicente Blvd. 


[Pattern and/or Pp lain ? 


How many patterns can be used together in ; 
the same room . . . requirements for combining 
patterns... what pattern to use, and where . 


These questions most frequently asked—are 
authoritatively answered in one of the nation’s 
leading family service magazines, October issue. 
The publication has little circulation in decorators’ 
ateliers, cafe society, or Park Avenue penthouses.. . 
but has deep penetration of the best class audience 
in the U. S.! The magazine is SucCESSFUL FARMING... 

Peak prosperity in agriculture has given the 
nation’s best farm families billions in cash and in 
checking accounts... made a vast market for new 
homes, remodelling and redecorating . . . rugs and 
room suites, draperies and decorations, furniture 
and furnishings. 

Today the best farm homes exhibit a color 
consciousness, taste for texture, use of the new 
materials... and home standards which par that 
of the best suburbs! And it’s hardly surprising— 
because farm income is often higher! 


The best of this new market is best reached by 
SuccessruL Farmine! Concentrating approximately a 
million of its 1,200,000 circulation in the 15 Heart 
states with the best soil, largest property investment, 
highest yields and incomes, SUCCESSFUL FARMING 
gives potent penetration where general publications 
spread thin—is needed to balance any national 
advertising effort... merits preferred position when 
planning 1953 schedules! Ask the nearest SF 
office for full facts! 


Merepity Pusiisninc Company, Des Moines... 
New York, Chicago, Cleveland, Detroit, Atlanta, 
San Francisco, Los Angeles. 
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ADMAN HAD 


received from a 
Advertising Age, 
leading agency says: 


duckpin ball; 


“card” 


ACE UP SLEEVE 


Commenting on the 200-plus replies 
“help wanted” 
the manager 
“The responses 
were very complete and thoughtful, 
and some provided a real chuckle. 

the creative urge resulted in such at- 
tachments as an empty shirt-sleeve containing an ace; a 
a baby’s sock with a hole in it, etc.” 
moral of course is that if you are ever in a hole for crea- 
tive personnel, your ace in the hole is a low cost, high 
in Advertising Age’s “Advertising Market Place.” 


ad in 


of a 


The 


NG 


Rates: $1.00 per line, minimum charge 


MARKET 


$4.00. Cash with order. Figure all cap 


lines (maximum—two) 30 letters and spaces per line; upper & lower case 40 
per line. Add two lines for box number. Deadline Wednesday noon 12 days 


preceding publication date. 


Display classified takes card rate of $12.75 per 


column inch. Regular card discounts, size and frequency, apply on display. 


HELP WANTED 


POSITIONS WANTED 


STRONG PROMOTIONAL 
COPY WRITER 
Triple A National Manufacturer hard and 
soft goods selling to retail trade offers 
ambitious young copy writer exceptional 


challenge. Job involves direct mail, pro- 
motion, catalog, publicity. State fully 
qualifications, background, marital status, 
salary desired. Location Northern Ohio 
All in confidence 

Box 5281, ADVERTISING AGE, 


200 E. Illinois St., Chicago 11, Ill. 
MARKET RESEARCH DIRECTOR 
For large consumer agency. 5 to 10 years 
agency experience. $15,000 | 
SHAY AGENCY 
30 W. Washington St. - Chicago 2, Ill 
Contact Don Hill for 
ADVERTISING POSITIONS 
BUSINESS MEN'S CLEARING HOUSE 
209 S. State HA 7-4577, Chicago 
ADVERTISING & PUBLISHING 
FOR ALL TYPES OF POSITIONS 
GEORGE WILLIAMS-PLACEMENTS 
209 S. State St Ha 7- Chicago 


BARNARD 


|A service for employers and applicants 


in the fields of advertising and publish- 
ing. Office and profe oe 
17 


Central 6-3178 . Adams Street 


Information for Advertisers 


No. 4487. Survey of Export Market 

for Chemicals and Machinery. 

From McGraw-Hill Internation- 
al Corp. comes a “Guide to a $1% 
Billion Export Market for Chemi- 
cals and Chemical Machinery,” 
yhich breaks down the markets in 
satin America, Europe, Asia, Afri- 
a, Australia and Oceania, and 
‘anada. “There is an enormous de- 
1and,” says the study, “but com- 
stition—especially from Ger- 
any, Italy, Britain, and Japan— 
vill stop this growth and even cut 
ito present markets unless United 
tates manufacturers study their 
arkets, watch their prices, and 
ll intelligently and aggressively.” 


o. 4488. Small City Building Mar- 
ket Studied. 
From Household comes a new 
udy, “The Home We Live In,” 
resenting up-to-date facts on the 
arket in small cities and towns 
or building materials, equipment 
nd supplies. Information covers 
ome tenure, homes and improve- 
ents, furniture and furnishings, 
floor coverings, household appli- 
ances and equipment, and auto- 
motive, hobby and recreation 
equipment. A final section covers 
the next major purchases which 
Household readers intend to make. 


4489. Guide 
Wholesalers. 
The Philadelphia Inquirer offers 
a new “Directory of Wholesale 
Grocers in the Philadelphia Area.” 
This covers not only wholesale 
grocers, but grocery chains and 
food brokers as well—giving 
names, address ‘phone numbers, 
and buying hours 


No. to Philadelphia 


No. 4490. New Picture of Spokane 
Market 

“Growing ... Growing... Grow- 

ing” is the title of a new book from 


the Spokesman-Review and Spo- 
kane Daily Chronicle, which de- 
tails the recent rapid growth in 
population enjoyed by the area, 
and brings the present market pic- 
ture into focus. It covers agricul- 
ture, lumbering, mining, manufac- 
turing, power and dams, irrigation, 
net effective buying income, re- 
tail sales, ete. The potential of 
Spokane as a test market is de- 
tailed, and brief media data round 
out the picture. 

No. 4491. Cleveland’s Catholic 

Market. 

“The Catholic Universe Bulle- 
tin and the $1,018,000,000 Cleve- 
land Catholic Market” is a new 
study offered by the official organ 
of the Cleveland diocese, giving 
latest information on market data, 
circulation, editorial, readership, 
and advertising. The Catholic pop- 
ulation accounts for more than 
25% of the Cleveland area. The 
study gives special emphasis to 
the editorial content and policy of 
the publication. 


No. 4497. How to Sell the Aviation 
Market. 

Aviation Age offers an exceed- 
ingly tailed new “Media Data 
File” which contains separate sec- 
tions devoted to the market, edi- 
torial, circulation, readership, ad- 
vertising, industry service and 
merchandising. Included are sta- 
tistics of the industry, an outline 
of its characteristics as a market, 
and analyses of its various pur- 
chasing influences. Of particular 
interest are such sections as how 
the military air services buy, sell- 
ing the aviation manufacturer, 
subcontracting, how to sell the air- 
lines, and the position of the aero- 
nautical engineer. Media data and 
other information are presented in 
detail. 


Note: Inquiries for the items listed above will not be serviced beyond Dec. 15. 


USE COUPON. TO OBTAIN INFORMATION 


Readers Service Dept., 


-—please print or type) 


NAME 

COMPANY 
ADDRESS 
CITY B ZONE ......cccrsceceresseees _ 


o“—-——— 


ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Ill. 


Please send me the following (insert number of each item wanted 


TITLE . 


- ; «STATE 


ee 


ANNOU nC ING 
OUR 13th ANNIVERSARY 

Chicago's oldest and first exclusive Ad- 
vertising and Publishing personnel service. 
We wish to extend our gratitude to both 
employees and applicants for their con- 
tinued patronage. You have been respon- 
sible for our measure of success and it 
is our aim to improve our specialized 
service to you as much as possible. Every 
courtesy and consideration is extended. 
We welcome your applications and posi- 
tions which are given strictest confiden- 
tial handing. 

FRED J. MASTERSON 
ADVERTISING-PUBLISHING 
PERSONNEL 
185 N. Wabash FR-2-0115 Chicago 
ADVERTISING TRAFFIC MAN 
For national operation of well established 
food manufacturer. Responsible for proper 
routing of all advertising material; for 
complete records and shipping instruc- 
tions; for co-operation of departments 

and agencies concerned. Between 30 
40 years old with advertising experience. 
Salary open. Please send resume of ex- 
perience, age, salary requirements, and | 
education. 

Box 5285, ADVERTISING AGE, | 

200 E. Illinois St., Chicago 11, Ill. 
ADVERTISING COPYWRITER. This es- 
tablished, recognized agency needs two 
copywriters. One with a minimum of 
5 years agency copywriting experience; 
the other with one or two years exper- 
ience. Excellent opportunities in both 
positions. Send resume, salary require- 
ments and samples to Wilson, Carter 
Advertising Agency, 912 Baltimore Ave- 
nue, Kansas City 5, Missouri. 
OPPORTUNITY FOR ACCOUNT EXEC- 
UTIVE WITH SOME IMMEDIATE BILL- 
ING. Full staffed N. Y. agency, expand-_| 
ing—offers ideal financial set-up plus ex- 
cellent advancement for such a man. Must 
be able to service house accounts but! 
must definitely have some small or mod- 
erate billings to begin. All replies are 
confidential | 

Box 5278, ADVERTISING AGE, 
801 Second Ave., New York 17, N. Y. 
POSITIONS WANTED 

FRE NE OF THE SMARTEST 
PROMOTION GIRLS IN THE BUSINESS | 
Extra-heavy newspaper reporting-features 
experience-plus radio, TV, sales, contact, 
class representation, women's clubs. 
Smart-looking, too! Yours absolutely 
free in tie-in sale of a Mr. & Mrs. pack- 
age. See ad below for box Number. | 
PUBLIC RELATIONS—AD MAN will 
bring 20 years’ tested experience in) 
promotion, salesmanship, representation, 
and diplomatic troubie-shooting, to your | 
organization. Widely traveled, broad 
background as newspaperman, sales pro- 
motion, creator and copywriter. Added 
attraction—internationally famous maga- 
zine photographer. Both he and she are 
persuasive public speakers; intriguing 
entertainers. You buy him—you get her | 
FREE! See ad above | 

Box 5288, ADVERTISING AGE, } 

801 Second Ave., New York 17, N. ¥ 
CAPABLE Woman Illustrator. Human 
interest drawing specialty. Versatile. 
Color—black & white. Wants permanent | 
position. 

Box 5287, ADVERTISING AGE, 

200 E. Illinois St.. Chicago 11, Il. 
EXPERIENCED EDITOR AND PR MAN, 
age 32, married. Just returned from ser- | 
vice. 3 years with national pr assn. | 
Former free lance writer, teacher. 

Box 5286, ADVERTISING AGE, 

200 E. Mlinois St., Chicago 11, Ill. 


YOUR CLASSIFIED 
ADVERTISEMENT WILL 
GET RESULTS HERE 


Remember to VOTE 
November 4th 


TRADE PAPER SPACE SALESMAN 
Capacity for work prime qualifications 
Accustomed to digging for business. Ex- 
cellent record. 3 years trade, 1 year con- 
sumer space sales. Good background con- 
tact, copy, radio. 4. Relocate if oppor- 
tunity warrants. 

5283, ADVERTISING AGE, 

200 E. Illinois St., Chicago 11, Ill. 
YOUNG ADMAN WITH AMBITION-DE- | 
SIRES RESPONSIBILITY AND FUTURE 
Seeks work in agency or advertising de- | 
partment. 3 years heavy newspaper adver- 
tising and promotion experience. A-1 Sales 
Record. University of Missouri grad. 31, 
married, 3 children, car. Hard worker- 
alert-ambitious Resume on request. 
Write Box 5284, Advertising Age | 

200 E. lllinois St., Chicago 11, Ill. 


EDITOR, 34 seeks national publication 
or public relations connection, Chicago. 
Managing editor weekly trade magazine 
five years. Strong on organization, re- 
write, editing and makeup. Married, PHB 
journ. 

Box 5277, ADVERTISING AGE, 

200 E. Illinois St., Chicago 11, Il. 
PRODUCTION MAN 
Thoroughly experienced, competent and 
sane production man wants position of 

responsiblity and opportunity. 
Box 5279, ADVERTISING AGE, 
200 E. Illinois St., Chicago 11, Ill. 
COPYWRITE 
TV COMMERCIAL SCRIPT WRITER 
Versatile, energetic, attractive, 16 years 
diversified experience, Retail drug chain, 
ad agency. Familiar over 50 products, 
rough layout, production. Punchy copy. 
Can direct, write original ear and eye- 
catching TV commercials. 
Box 5282, ADVERTISING AGE, 
801 Second Ave., New York 17, N. Y. 
UP FOR GRABS! 
One of TV's top comm’! Writer/Producers 
has just given notice! Now looking for 
yd chailenge on the huge side. Written 
for top Radio-TV clients; on top Radio 
& TV shows. Hundreds of film spots... 
thousands of live comm’ls...very, very 
few turkeys! Award-winner, lecturer and 
author. Works well with people, but for 
the price should be TV Creative and/or 
Prod. chief. Young, friendly, house- 
broken. Has tux, will eee Mighty ex- 
pensive, but well worth 
Box 5276, ADVERTISING AGE, 
200 E. Illinois St., Chicago 11, Ill. 


BUSINESS OPPORTUNITIES 
SPECIALIZED ADVERTISING MAT 
SERVICE 
Specializing auto accessory advertising; 
mail order business; 33 good accounts; 
excellent potential; $21,000 stock; 1 com- 

petitor in U. S. 
APPLES CO. BROKERS CLEVELAND, O. 


REPRESENTATIVE AVAILABLE 


We can efficiently represent one or two 
additional trade or class papers in the 
Mid-West. Chicago office. Full Facilities, 
wide ae Commission sis. 
Box ADVERTISING AGE, 
200 E. illinois St., Chicago 11, Ill. 


WANTED! 


SEASONED AGENCY MAN 
WHO CAN DEVELOP BUSINESS 


National agency with top rating 
and skilled staff can use an ac- 
count man who is capable of 
attracting mew accounts. This 
agency has a record of result- 
producing sales promotion and 
advertising. Fully recognized, 
member of all media groups 
and agencies. We have developed 
and are now using a number of 
original and highly effective sup- 
plementary techniques WHICH 
MAKE SALES AND PROFITS 
for our clients. We're 25 years 
old in the business, but our 
average personnel age is about 
38. We work fast, think straight 
and almost never get a big idea 
leaning on a bar. Write in de- 
tail. Your reply will be held in 
strictest confidence. Address 
Box 301, Advertising Age 
200 E. Illinois St., Chicago 11, Il. 


Do you need an 
Advertising Manager? 


Here are skills to pay off in dollars 
and cents for you. Experienced ad 
manager, agency owner and acct. 
executive. Industrial and consumer 
accounts. Thorough knowledge of 
planning, copy, layout and produc- 
tion. Worked in all media including 
radio and TV. AN IDEA MAN, age 
43, married, 2 children. AB and MA 
degrees. $7800 to start. Excellent 
references. 


Box 296, ADVERTISING AGE, 
|] 200 E. Illinois St. Chicago 11, Ill. 


NOW WE ARE SIX—in gleaming new pack- 

ages, the Pillsbury Mills’ Betty Crocker mix 

sextet prepares to face the world. Dancer- 
Fitzgerald-Sample is the agency. 


General Mills Adds 
Three More Mixes to 
Betty Crocker Line 


MINNEAPOLIS, Oct. 28—General 
Mills’ Betty Crocker mix family 
has doubled in size. The introduc- 
tion of three more mixes soon will 
bring the number to six, and the 
company is repackaging all of 
them as part of an extensive ad- 
vertising and merchandising pro- 
gram. 

The three new mixes are yel- 
low cake mix, honey spice cake 
mix and white cake mix, which 
replaces Betty Crocker partycake 
mix, introduced three years ago. 

The yellow cake mix will have 
nationwide distribution and pro- 
motion starting Nov. 1. The cam- 
paign will be placed entirely in 
daily newspapers. 

The honey spice cake mix is be- 
ing introduced in five areas, also 
exclusively in daily papers. The 
areas center on Memphis, Seattle, 
Houston, Boston and Des Moines. 


@ Plans for the white cake mix 
have not been finalized yet. 

The new packages for the six 
mixes will emphasize the Betty 
Crocker name. A full-color picture 
of the type of cake, as well as 
mixing instructions, will be on 
each package. The 20-ounce size 
is retained. 

Promotion will feature the fact 
that the products are now easier to 
mix. By adding one-half cup of 
water and one egg first, the mix is 
easier to beat. After two minutes of 
beating, additional water and a 
second egg are added. 

The other three mixes are the 
pie crust mix, chocolate devils 
food mix and the ginger cake mix, 
now renamed ginger bread mix. 

Dancer-Fitzgerald-Sample han- 
dles promotion for all the mixes. 


ADVERTISING SALES 
REPRESENTATIVE 


We need a man for the Chicago area 
to sell space exclusively in seven na- 
tional publications. Movie, Photogra- 
phy, Romance, and Detective fields. 
Space selling experience in the Chi- 
cago area is very important. This is a 
real opportunity today with an 
excellent income growth potential. Give 
complete information experience, 
age, salary expected, etc. All informa- 
tion strictly confidential. 

Box 297, Advertising Age 


200 E. Illinois St., Chicago 10, III 


| ADV-PR EXEC k}===— 


Available Jan. for top-rank Agency, 
PR firm, Mfr., Utility, Bank. 8 
yrs. blue-chip experience, as Copy 
Chief, Acct. Exec., and Agency 
Head. Valuable background on na- 
tional consumer accounts, institu- 
tional campaigns. 


BOX 295, ADVERTISING AGE 
200 E. Illinois St. Chicago 11, 1 
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Lae 


November 3, 1952 


This Week in Washington... 


Sales Job Is Open at Commerce Dept. 


By Stanley Cohen 
Washington Editor 
WASHINGTON, Oct. 30—Do you 
know a topnotch sales executive 
who would be interested in head- 
ing up the Commerce Department’s 
new office of distribution? 
Apparently, there is a job open- 
ing now, for the right man, and 
this job will exist regardless of 
election results. 
The office of distribution is one 
of the legacies which Commerce 


Secretary Charles Sawyer is leav- | 
ing after four and a half years in! 


office. Sec. Sawyer is leaving re- 


gardless of who controls the White | 


House after Jan. 20. 
But before going, he is remaking 
the department to apply the les- 


sons he has learned during his! 
long—and successful—administra- | 


tion. 

The office of distribution was 
suggested by the National Distri-| 
bution Council, an advisory com- 
mittee made up of leading figures | 
in selling and other distribution | 
fields. The new office brings to- 
gether and expands various exist- 


advertising claims for National 
Health Aids, Baltimore. Instead of 
launching an elaborate defense of 
the product ads, ex-Commissioner 
Robert Freer called for a recess 
and proposed that attorneys work 
out an agreement to eliminate the 


ads which the FTC has challenged. | 


From the standpoint of the pub- 
lic, this is quick, inexpensive jus- 
tice. But FTC lawyers see it a bit 
differently. 


FTC felt it had an air-tight case 
that the “health aids,” used as ad- 
vertised, are dangerous to the pub- 
lic. The commission had already 


asked a federal district court in| 


Baltimore to stop the ads pending 
the completion of hearings and 
final FTC action on the case. 


National Health Aids’ willing- | 


ness to settle eliminates the need | 
for an injunction, and prevents 
FTC from setting a precedent, sup- 
| porting wider use of court injunc- 
tions against controversial drug 
| advertising. 
* . e 

The Federal Communications | 


ing operations of interest to dis- | Commission has adjourned its! 


tribution. 

To some extent, the charge is 
psychological. By establishing an) 
office of distribution, the depart- 


theater TV hearing until Jan. 20.) 
| But unless theater people are bet- | 
ter prepared next time, they might | 
better save the money they are, 


ment emphasizes the need for ad-| spending on their presentation. 


ditional attention to the problem | 
of selling the vast quantities of | 
goods our economy will produce} 


Theater people “pitched” for 
about the same amount of TV) 
spectrum that the FCC has al- 


once the defense burden is light- | lotted for UHF TV stations. But, 


ened. 

At first, the new office was to 
consist entirely of personnel now 
on the department’s staff. More 
recently, however, Sec. Sawyer de- 
cided the office would be more 
successful if it was operated under 
the direction of a man who has 
already made his mark in the 
business world. 

This individual would be a man 
of wide experience. Presumably, 
it would be someone who has 
reached retirement age and is 
willing to coast along on a modest 
government salary. 

. 7 + 


For the moment, H. B. McCoy 
is acting chief of the office of dis- 
tribution, but most of the time he 
is deputy director of the National 
Production Authority. 

Last Tuesday, he appeared at a 
luncheon meeting of the Wash- 
ington chapter of the American 
Marketing Assn. to explain how 
the office of distribution hoped to 
help business men improve the ef- 
ficiency of their operations. 

As he prepared to speak, how- 
ever, his mind raced back to a 
busy morning. “From 9:30 ’til 
11:30, I listened to the automobile 
manufacturers as they appealed for 
larger steel allotments,” he told 
the AMA. 

“After listening to them, I am 
left with a feeling they have no 
distribution problem at all. They 
insist they can sell several hundred 
thousand more cars than we are 
letting them produce.” 

© >» . 

The Federal Trade Commission’s 
legal staff was taken by surprise 
last week as hearings opened on 


the FCC was surprised to learn| 
that theater industry engineering 
arguments were almost entirely 
theoretical. Commission people 
were irked by the fact that the the- 
ater industry offered very little 
information based on actual ex- 
periments. 
- se a 


Texas Congressman Wright Pat- 
man (D., Tex.) insists the Robin- 
son-Patman Act is sound after 16) 
years. He says basic discrimina- | 
tions which brought .on the act) 
in 1936 have diminished, but} 
would quickly reappear if Con- | 
gress were to abandon its deter-| 
mination that all firms which sell | 
in competition with each other) 
shall have the opportunity to buy | 
on proportionately equal terms. | 

Before a meeting of the Na- 
tional Assn. of Retail Druggists | 
the other day, Rep. Patman chal- 
lenged critics of the act to prove 
anything has happened during the | 
past 16 years to make the theory | 
of the act untenable. 

“To retain its vigor,” he said, 
“American industry must not limit | 
opportunity, check initiative or) 
render personal achievement im- | 
possible. It must be renewed from 
the bottom, not the top. What we, | 
as believers in the Robinson-Pat- | 
man Act, ask for is a free field and | 
no favor, no squeeze on the new- 
comer, no preferential treatment, 
no cutting off of supplies, no secret | 
restraints—all the fair competition 
possible, but no unfair competition | | 
of any kind.” 

. . - 

The House interstate commerce | 
committee's special group study- 
ing “offensive” TV programs still | 


TV SPore 


isn’t sure where it is heading. At} 
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losing out to gas and oil in the, Bakewell-Kostka, Denver, as head 


| the moment, the committee mem-| struggle for the residential heat- | of the radio and television depart- 


bers are back home trying to get | ing market. 

Even if the Office of Price Sta-| 
Later the committee will meet/bilization is induced to raise the 

| again and will probably hold some | ceiling, can the industry collect? 


re-elected. 


additional hearings before filing 
a final report when Congress re- | 
assembles. There is some talk that | 
committee members may decide 
this report can’t be written until 
after the committee has some on- 
the-spot hearings at the citadel of | 
vice, Hollywood. 

» * ° 


One of the big mysteries about | 
the unexpected turn of events in 
the coal wage-price squabble is} 
what the union and industry really 
expect to accomplish. The Wage | 
Stabilization Board has already 
said that mine workers could have 
$1.50. Now union and management 
are joining in asking for the ad- 
ditional 40¢ allowed in their new 


| work contract. 


But most coal products have 
been selling below ceiling price, 
and the coal industry is already 


| Joins MacGruder-Bakewell 
Jack Hull, associated with the | / 
advertising and radio industries in | 
the Denver area for seven years, | 
has joined the staff of MacGruder-| | 


ment. 


WINTER OR SUMMER 


* J use lots of photos in srome- 
sitions. They ovtpull other il. 


i from. SINGLE PRINTS NOW 
AVAILABLE. Write ter FREE 
| broofbook #10-A. 
EVE*CATCHERS, Inc. 
207 E. 37 St., New York 16, M. Y, 


Your Letterhead is part of your 
spapchchacasisisicste pRooRAm 


IT ADDS ADVERTISING 
VALUE TO ALL 
CORRESPONDENCE 


The value of advertising is 
measured by number of 
contacts made. Every con- 
tact made by your letter- 
head can and should have 


advertising value. 


IT iS A COMPLETE 
ADVERTISEMENT 


A good letterhead is 
planned like a good adver- 
tisement to inform the 
reader, identify the com- 
pany, and create a favor- 


able selling impression. 


Tet PsTCwOLoer OF 


IT BACKS UP YOUR 
ADVERTISING PROGRAM 
Some companies print 
their advertising slogan on 
their letterheads as a tic- 
up. All companies should 
match the typographic 
| style of letterheads and ; 
their advertising signature. 


Many advertising executives partici- 
pated in the nation-wide Neenah 
Letterhead Test. With thousands of 
other business and professional men, 
editors and publishers, they read 
The Psychology of Business Impression 
and studied the Test Kit of 24 basic 
letterhead treatments. Their prefer- 
ences were registered on opinion 
cards. You can use this practical 
method of clarifying letterhead ideas 
in your own office. To get a free 
copy of the portfolio, check the 
coupon below, sign your name, 
and attach to your letterhead. 


NEENAH PAPER COMPANY 
Neenah, Wisconsin 


At Low Prices You'll 1s 
with our 
our complete labo- 
ratory and latest equipment, we produce 
quality TV spots, show openings, ete., at a 
price lower than anyone else can touch. 
Send us your copy for estimate 


With our 35 years experience... 
highly trained staff... 


komm FILMACK STUDIOS 


1335 5. Wabesh Chicago §, Ill. 


COURTESY COUPON 


[] The Psychology of Business Impression, 

Letterhead Test Kit, and Opinion Cards. 

C] Neenah Pattern Kit, a guide to the four 
grades of Neenah Ledger, with punching, 
perforating, and ruling guides for use in 
designing special forms. 


SIGNATURE 
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More Marketing Research Outside U. S. 
Needed by Advertisers, Nielsen Says 


New York, Oct. 29—“Many a 
company whose executives have 
been inclined to scoff at foreign 


business and criticize the man- 


agement for investing in such busi- 
nesses have lived to see the time 
when the foreign businesses have 
saved the day for the American 


Eastern Four A's 


business,” Arthur Nielsen told the 
international advertising group 
meeting at the eastern annual | 
conference of the American Assn. 
of Advertising Agencies. 

President of A. C. Nielsen Co., 
the speaker outlined some of the 
problems in doing marketing re- 
search abroad. About 30% of Niel- 
sen employes are located in four 
foreign countries. 

Mr. Nielsen told the group that 
“one of the most important con- 
tributions you could make to the 
development of successful foreign 
trade is to encourage in every 
practicable way, the taking of 
sound and adequate censuses of 
distribution in the leading coun- 
tries of the world.” 


e He suggested that the task 
should really be done by govern- 
ments rather than private organi- 
ations, if possible, because of the 
remendous cost involved. 
“A recent study by the Interna- 
ional Chamber of Commerce in 
3 countries indicates that only 
ix countries have had any experi- 
nce whatever in census operations 
the field of distribution, and of 
ese only one other country— 
anada—has conducted a distribu- 
on census as highly developed as 
e one we have in the U. S. A 
umber of countries have made 
mple counts of the number of re- 
il stores, but this has only a very 
mited value unless the job is 
rried through the final stage of 
tting the sales volume of each 
ass of retailer.” 


%, 


Mr. Nielsen listed some of the 
remendous” variations encoun- 
red in economic and marketing 
nditions from one country to 
other. They include differences 
per capita income, personal in- 
me, commodity consumption, 
pe of product preferred, shop- 
ng methods and advertising me- 
dia 
These differences, he said, “un- 
derline the importance of having 
a firm factual foundation as a 
basis for making decisions as to} 
whether to enter a certain country 
and how to carry on the marketing 
operations in that country. 
“Marketing in foreign countries 
can prove either very profitable 
or extremely hazardous, depend- 
ing on whether full account is 


ing the evening hours in Rio, 90% 
of the sets are in use! 


ted,” he pointed out. “Why, there 
are far less than 100,000 electric 
refrigerators in Brazil. These peo- 
ple drink beer, use toothpaste, 
smoke cigarets, buy gasoline, soap 


land hundreds of things exactly 


as you de. In many cases their 
standards of living are rising ev- 
ery day. Their incomes are going 
up. And they buy what they see 
on TV.” 

Mr. Scalpone cited 
stories such as a retail store in Sao 


one year with only one TV spot 
announcement per day. But he 
cautioned that overseas TV is an 
expensive proposition. 

The question of management 


today, Julian L. Watkins, J. Wal- 
ter Thompson Co., told the session. 


® He outlined the new philosophy 
of international management 
which sets up “a flexible balance 
between profit-making local au- 
thority responding accurately to 
local conditions, and a central co- 
ordination of production, merchan- 
dising and public relations.” 

A tightly controlled centralized 
operation is more often than not 
a wasteful operation, the speaker 
said. “All too often local initiative 
under this scheme is strangled in 
red tape and bad communications.” 
But the other extreme is equally 
bad, he said. 

“Under this scheme the amounts 
of money established for adver- 
tising are often included in the 
landing price to the distributor, 
or in the case where manufactur- 
ing is done locally in other coun- 
tries, the advertising allowance 
is often established by the home 
office as part of the over-all price 
structure. 


s “These funds established by ad- 
vertising allowances are then left 
with the local branch or distribu- 
tor, and in many cases either spent 
unwisely in the long run, or in 
many cases not spent at all, but 
retained by the distributor as an 
additional profit. 

“Full use of the potentialities 
of a given market,” Mr. Watkins 


decisions made locally on matters 
such as advertising by people who 
have no training or experience in 
advertising.” 


® Highlights of the trade and in- 
dustrial group meeting included: 

1. Agreement that the problem 
of selecting industrial advertising 
media is becoming more difficult. 


taken of these differing conditions. | 
One of the greatest sources of er- 
ror arises from a failure to un-}| 
derstand: and weigh correctly the) 
relative importance of the various | 
types of retailers in the distribu- 
tion of the product.” 


® The business man who waits for 
settled conditions before under- 
taking international expansion is 
in danger of waking up one morn- 
ing to find that his business life 
has ended, the speaker warned. 
Overseas television advertising 
presents unbounded opportunities 


because “if anything, the impact) 


of TV is greater in foreign coun- 
tries than it is here,” according 
to Alfred J. Scalpone, v.p., Mc- 
Cann-Erickson. 

Most enthusiastic about TV's 
power, Mr. Scalpone said: “In 
Cuba, it is estimated that, on the 


2. Statements by members of 
the group that there are too many 
business papers, and that adver- 
tisers need to be more decisive 
about cutting off marginal papers. 

3. The suggestion that the great- 
est service business papers could 
render industrial advertisers 
would be to close ranks and end 
controversy over paid vs. con- 
trolled circulation by forming an 
over-all association for tackling 
industrial marketing problems 
jointly. 


8 4. The recommendation that ev- 


tising research. 


dustrial advertising is directed at 
the sales staff of a company rather 
than at customers and prospects. 

6. Industrial advertising agen- 


average, five people sit in front of 
every TV set that’s turned on. The 
Brazilians are even more excited 
about TV. On the average, eight 
people sit in front of every set 
turned on. And what’s more, dur- 


| cies were criticized for not offer- 


| deal to include and coordinate all 


@ “These markets are not satura-| 


philosophies represents the “hottest | 
question” in the international field | 


continued, “is often hampered by | 


ery advertising budget should in-| 
clude some provision for adver-| 


5. Criticism that too much in-)| 


A 


STANFORD 


| the annual Eastern Conf: 


These points were made during | 
| panel discussions on various | 
phases of industrial advertising. | 
The panel, led by Henry C. Sill-| 
dorff, president of G. M. Basford | 
Co., included two sales mana- | 
gers, two advertising managers 
and three agency executives. 


promotion manager, General Elec- 
tric Co., pointed out that because 
of the large number of business 
papers, 
more selective in buying space) 


cutting off marginal papers. 

John M. Lupton, president of 
John M. Lupton Co., disagreed in 
part by saying that many business 
papers that are marginal to one 
advertiser may be basic media for 
another. He emphasized that busi- 
ness papers should get together 
in one over-all association, forget 
their fight over the relative mer- 
its of paid vs. free circulation, and 
tackle basic industry marketing 
problems jointly. 

Discussion of these points failed 
to develop unanimity, but the gen- 
eral sentiment seemed to support 
Messrs. Smith and Lupton. 


@ Mr. Smith crystalized much of 
the discussion on research by 
stressing that the foundation of 
creative advertising is research. 
It doesn’t have to be complicated 
or elaborate, he said, but he in- 
sisted that every advertising budg- 
et should provide for advertising 
research as distinguished from 
market research. This should be 
a minimum of 2% of the budget, 
he said. 

On the subject of whether too 
much industrial advertising is di- 
rected at sales staffs rather than 
at customers, there was consider- 
able disagreement. Several speak- 
ers emphasized the importance of 
giving a sales staff selling argu- 
ments in advertising that they can 
develop for customers and pros- 


It was pointed out that impact 
advertising which makes an im- 
pression on salesmen often helps 
to improve their sales. The basic 
purpose of industrial advertising, 
it was said, is to make the sales- 
man’s job easier. Anything which 
does this and helps produce sales, 
| it was said, is good advertising. 


# On the point that agencies are 
too much concerned with paid 
space and not enough with over- 
all marketing problems, David 
Donovan, Benton & Bowles ac- 
count executive, said that too often 
it is difficult for agencies to in- 
clude extra services to clients and 
remain solvent on a 15% com- 
mission for paid space. Maurice J. 
Phillips, assistant ad manager, In- 
| ternational Nickel Co., said there 
|is a feeling among many adver- 
tisers that agencies should treat 


|ing clients an over-all package| advertising as merely a phase of 


marketing and should be more 


| phases of marketing, and for be-|concerned with coordinating all 


ing too much concerned with paid 
| space. 


aspects of a client’s marketing 
problems. 


success | THEY LEAD OF F—Here’s the panel that storted things going ot 
of 


Paolo which doubled its sales in | tising Agencies last week in New York. Left to right are Marion 
| Harper Jr., president of McCann-Erickson, who was chairman 
| of the conference; Julien Field, v.p. and creative director of 


adverticers have to be the topics aired at the radio-TV 


and should be more decisive in! 


Grey 
Research Corp 
board choirman of 


Assn. of Adver- 


the Four A’s. 


Money, Talent, 
Unions Featured 


at TV Session 


s J. Stanford Smith, ad and sales” 
| 


New York, Oct. 29—Techniques 


| for saving money on film commer- 
| cials, the need for new TV talent 


and union problems were among 


production group meeting of the 
annual eastern Four A’s confer- 


| ence. Radio got top billing on the 


Eastern Four A's 


printed program, but the speakers 
mentioned it only in passing. 

Showing films of commercials to 
demonstrate his points, Arthur 
Bellaire, of Batten, Barton, Dur- 
stine & Osborn, suggested some 
cost saving short cuts for filming 
commercials. He advised the agen- 
cy men: 

1. “Having artists and produc- 
tion men on the agency staff who 
really know and understand ani- 
mation saves not only money but 
headaches as well.” 


s 2. You can get some of the ef- 
fects of animation at relatively 
low cost by letting the camera pro- 
vide the movement. 

3. Careful intersplicing, through 
some repetition of shots, can make 
a little film go a long way. If prop- 
erly done, the end result comes out 
as an altogether new commercial. 

4. Make liberal use of a client’s 
file of commercial films—if any. 

5. Rear screen projection and 
out-of-door shooting are good, 
cheap substitutes for expensive, 
specially built backgrounds. 

A warning against over-depend- 
ence on film as an economy meas- 
ure came from Paul Phillips, ra- 
_— director of Aitkin-Kynett 

0. 

“A little imagination, a bit of 
creative perspiration and a rea- 
sonable assumption that all roads 
do not necessarily lead to Holly- 
wood are basic requisites for mak- 
ing television on the limited budg- 
et pay off,” he said. 


s “More creative cooperation on/| 


the part of local stations and their 
staffs could help in large measure, 
too. There is an unfortunate ten- 
dency on the part of many stations 
to fall back wholly on film without 
examining the more taxing ave- 
nues of commercial expression. 

“By all means use film when it 
proves beyond a question of a 
doubt that it can do the best job of 
selling for you. But under no cir- 
cumstances, put all your eggs in 
the celluloid basket. It has an in- 
sidious way of drying up your own 
creative personality and the per- 
sonality of the products you have 
to sell,” Mr. Phillips concluded. 

A divergent view was expressed 
by David Sutton, v.p. of MCA-TV, 
which handles film syndication for 


CUNNINGHAM 


Advertising Agency; Cloude Robinson, president, Opinion 


Alfred B. Stonford, v.p. and plans review 


Benton & Bowles, and John P. Cunning- 


ham, executive v.p. of Cunninghom & Walsh and chairman of 


one of the country’s largest talent 
agencies. He predicted that sta- 
tions will need more and more top 
grade film shows to hold their 
local, regional and national spot 
advertisers. The MCA-distributed 
Abbott & Costello 30-minute film 
program already is sponsored in 
more than 35 markets, it was 
pointed out. 


@ Lewis H. Titterton, v.p. of 
Compton Advertising, who pre- 
sided over the session, touched 
briefly on union problems involved 
in reruns of TV films. He called 
attention to the fact that the 
Screen Actors Guild and the Screen 
Directors Guild have contracts 
providing for “certain minimum 
payments to be made in connection 
with a specified number of reuses 
of the pictures.” The Screen Writ- 
ers Guild, in its on-and-off negoti- 
ations, also is concerned with this 
matter, he said. 

Comprising the talent panel 
were Rodney Erickson, Young & 
Rubicam; Charles C. Barry, Na- 
tional Broadcasting Co.; Gail 
Smith, Procter & Gamble, and 
Herbert Rosenthal, Music Corp. of 
America. 


® After asserting that we “usual- 
ly come to these meetings to hear 
something we already know... 
something we've already read 
about in the trade papers,” Mr. 
Erickson set the stage by suggest- 
ing that this monster, television, 
may make short work of Red Skel- 
ton, Milton Berle and “I Love 
Lucy,” and asking his confreres 
on the panel where they proposed 
to find new talent. 

Mr. Barry said the networks are 
constantly looking for new shows 
and personalities. “But when we 
find somebody we think is good 
and bring him to an agency, you 
fellows want to know—‘what’s he 
done, what’s his rating?’” he said. 
And once past the agency, there is 
the client who insists on knowing 
the newcomer’s “track record,” he 
added. 


® Procter & Gamble has secured 
a good many new faces for its 
“Fireside Theater” just by never 
refusing an interview, Mr. Smith 
told the group. He said advertis- 
ers had done a great deal to en- 
courage and develop new person- 
alities. 

However, he defended sponsors 
of live dramatic telecasts for not 
wanting to gamble on inexperi- 
enced actors and suggested that 
the networks try to break some 
new people in gradually. 

Mr. Rosenthal said his talent 
agency knows where the “new” 
personalities are since these peo- 
ple are constantly coming to MCA, 
trying to get a break on TV. He 
proposed that the four networks 
devote a half hour every week to 
showcasing such personalities. 

There are lots of talented per- 
formers around who would be just 
as big a hit on TV as two of the 
latest rages—Wally Cox and Red 
Buttons—if given the opportunity, 
he said, 
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NBC's hard-hitting team of radio stations scores sales 
every time it carries the ball for you! 


When your advertising message is put in play 

by the NBC Pacific Coast Network, it reaches 

a bigger western audience than any other net- 

work... or any other medium ef advertising. 
And at lower costs-per-thousand than any 

competitive network! 

An estimated 30 billion dollars will be spent 


by consumers on the Pacific Coast in 1953! 
Kick off your west coast advertising campaign 
on NBC Radio and get your share! NBC’s extra 
lift will send your sales soaring over your 1953 
goal. 

Consult your local NBC Sales Office for full 
details on availabilities. 


NATIONAL BROADCASTING COMPANY 
A Division of Radio Corporation of America 


HOLLYWOOD ° SAN FRANCISCO * CHICAGO * NEW YORK 
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TODAY, THERE 1S A BETTER WAY... 


The pre-cooked, pre-packaged heat ‘n eat apple pie of modern times was not available in Grandma’s day—likewise, for yesterday’s 
advertiser market facts were incomplete and difficult to evaluate. Today however, readily accessible market material produces a 
much more profitable selection of advertising media. 


FIRST 3 Markets Group offers you a responsive audience of nearly 2 3 of all families in the 3 City and Suburban areas of 
New York, Chicago and Philadelphia. These 3 compact markets account for 18° of total U.S. Retail sales, 1,6 of Drug sales, 
1 5 of Food sales, 1 5 of Furniture and Appliance sales, and over 1, 4 of total U. S. Apparel sales. 


There is a better way to sell your product... use 
The group with the Sunday Punch 


New York Sunday News 
Chicago Sunday Tribune 
Philadelphia Sunday Inquirer 
Rotogravure « Colorgravure 

Picture Sections «+ Magazine Sections 


New York, 17, N. Y. News Building, 220 East 42nd Street, VAnderbilt 6-4894 + Chicago 11, Ill., Tribune Tower, SUperior 7-0043 
San Francisco 4, Calif., 155 Montgomery Street, GArfield 1-7946 « Los A ngeles 17, Calif., 1127 Wilshire Boulevard, MIchigan 0259 
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Agency's Merchandising Tests in Self-Service 
Drug Store Provide Tips for Manufacturers 


By Tom Dillon 
Batten, Barton, Durstine & Osborn, 
Los Angeies 

With the number of self-service and 
semi-self-service drug stores pushing well 
over the 1,200 mark this year, many a 
manufacturer distributing through drug 
stores may well begin thinking about 
what this will mean to his product. 

At the moment it may not appear that 
the self-service drug stores will follow the 
skyrocket pattern of the supermarkets, 
which numbered 1,200 in 1936. But there 
is some evidence that the payroll-weary 
druggist is increasingly anxious to inject 
as much self-service into his operation 
as he can. 

Thus, although there may be only 1,200 
drug stores which are openly self-service, 
there is a definite trend toward moving 
grocery type fixtures into drug stores, 
opening up all sections to the public, and 
in general, making it easy for the cus- 
tomer to absorb some payroll through his 
own efforts. 


8 Of equal significance to manufacturers 
of health and beauty items are the much- 
publicized inroads of the rack jobber and 
supermarket drug section—both self- 
service operations. 

The Los Angeles office of Batten, Bar- 
ton, Durstine & Osborn was recently given 
the opportunity to conduct a number of 
merchandising tests in one of the new 
self-service stores of the Owl Drug Co., 
a subsidiary of Rexall Drug Inc., for 
which BBDO is the agency. This involved 
living in the store for a period of three 
months, a period sufficiently long to re- 
veal a few of the pitfalls that await the 
manufacturer of tomorrow. 

The views expressed here, needless to 
say, do not necessarily represent the 
opinions of Owl or Rexall. They are large- 
ly personal, although tempered with the 
judgment of fellow workers who have 
already spent some years in self-service 
drug stores. 


® To the manufacturer who now markets 
through drug stores and who may look 
forward to marketing through self-service 
or semi-self-service drug stores in the 
future, here are some things to think 
about in connection with his product: 
l Can you make your product pilfer- 

* proof? Although most grocery items sell 
for less than a dollar and are reasonably 
bulky in relation to their value, pilferage 
is still a problem in self-service grocery 
stores. It is not surprising, with items 
ranging up to $25 or $30 in value, and 
many small items having a value of $10 
or $15, that the self-service drug store 
has its problems both with the profession- 
al and the amateur pilferer. 

In many stores this has already driven 
off self-service shelves such items as 
razor blades, shave brushes, vitamins, 
perfume, toilet water, fountain pens, 
razors, camera supplies, wallets, com- 
pacts, hair brushes, lipstick, and similar 
merchandise. Manufacturers of such 
merchandise face the probability of being 
relegated to poor traffic and display areas. 
For example, a complete self-service sta- 
tionery department may have a gondola 


The Los Angeles office of BBDO, in a series of tests made during a three- 
month study of a new self-service outlet of Owl Drug Co., turned up a 
wealth of information on packaging and display having important impli- 
cations for both retailers and manufacturers. Tom Dillon gives, here, a 
check-list for manufacturers to consider in packaging products for self- 
service stores and in the preparation of display material. 


EXAMPLE—Colognes are among the more 
valuable items subject to tampering in 
self-service stores. Packages in center 
foreground show mutilated containers: 
the one being held is wrapped over-all 
in cellophane which, it is thought, tends 
to cut down chances for such mutilation. 


including everything but fountain pens, 
which may be under glass in a remote 
part of the store. 


= Although a few items like razor blades 
may profit by being removed to the check 
stand, manufacturers of merchandise that 
involve possible pilferage may do well to 
consider such stratagems as a nylon 
hosiery manufacturer who packs his 
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product in long tubes of plastic. One in- 
expensive lipstick manufacturer fastens 
each lipstick securely to a reasonably 
large card. Other possibilities are dummy 
displays of merchandise for the self-serv- 
ice area with directional signs telling the 
customer where he can buy from a clerk. 
2. Damage items. The customer, particu- 

larly the woman customer, has quite a 
talent for damaging certain types of drug 
store items on self-service. For instance, 
women customers will open cream-type 
makeup boxes and experimentally run 
their fingers over the contents. Having 
satisfied themselves as to the color and 
texture they will then replace the defaced 
item and take a fresh one. The tops of 
toilet water cartons will be torn off for 
the purpose of sniffing the contents. Lip- 
sticks will have their contents forcibly 
driven against the cap, and cartons and 
containers, generally, will be ripped open 
for purposes of inspection. 

Again, these circumstances may lead 
the druggist to take such material off self- 
service display, and consequently reduce 
its sale. It is important for a manufactur- 
er, as much as possible, to design his 
packaging or product to discourage dam- 
age from inspection. 

In many cases this may be done by 
offering the customer an opportunity to 
inspect a sample. In the case of self- 
service displays for nylons it is customary 
to fasten a sample stocking for each shade 
and weight to the outside of the display so 
that the customer can run her fingers 


SHAMPOOS’ ‘HOME’ SECTION—Due to space requirements, each brand has its alloted share 
of frontage on the shelf, and when special deals are packaged in sizes that do not fit 
into the allotted space, they are displayed elsewhere. In this case the fifth shelf down 


is devoted to special deals. : 


white and 
black-topped bottles are placed in a c 


PRICING—For comparison, 
ton. The white-topped items can 
marked in the carton; the others must 
handled individually in order to pla 
the price on the label. 


over the merchandise. Actual stockin 
sold are wrapped in cellophane a 
sealed; if a sharp eye is kept on the 
not many customers will crack them op 
and snag them on engagement rings. 

Women are not the sole offenders 
damaging merchandise. Children, 
course, have a great time in the toy s 
tion, particularly with items that ha 
removable parts or windup keys separa 
from the toy. It is a good prediction th 
managers of self-service drug stores wi 
not long continue to buy toys in whic! 
the windup keys are not firmly welded 
to the clockwork. 

Children also love to poke the Aerosol 
shaving cream containers and spew the 
lovely white foam out over the other 
shaving creams. Buyers of loose-leaf fill- 
ers frequently make sure that there are 
three holes punched in the margin, by 
the simple expedient of tearing off the 
wrapper until they can be certain of 
this. This has led the more astute manu- 
facturers of loose-leaf paper to band it 
the long way, in self defense. 

3 Pricing space. It seems hardly likely 

* that the self-service druggist is going to 
look favorably from a display standpoint 
on merchandise which is packaged in such 
a way as to make pricing as time-consum- 
ing and difficult as possibie. In self-serv- 
ice drug stores virtually every item must 
be marked with a price either in grease 
pencil or with a rubber stamp. In a few 
cases, price stickers will be used. 

From the standpoint of efficiency at 
the check-out counter, it is advisabie for 
the operator to have a uniform spot on 
which all merchandise is marked. From a 
speed standpoint, the best place is on 
top. When merchandise is marked on top 
by a rubber stamp, it is possiblé to mark 
the whole case or half case at once while 
it is still in the case, thus saving a great 
deal of time and motion against picking 
up each item and stamping it on the face. 
Also, merchandise marked on the top 
passes through the check stand more rap- 
idly. 

Various manufacturers of drug items 
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Often just a simple switch 
in advertising can take 
a product off the slow track 


and put it on the express line. 


A good agency knows when 
to throw the switch...and how. 


YOUNG & RUBICAM, INC. aoverrisinc 


New York Chicago Detroit San Froncisco Hollywood Montrec! Toronto Mexico City London 
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have not only in many cases made it al- 
most impossible to mark the top of the 
packages, but in some cases, have even 
rendered it impossible to mark the pack- 
age anywhere. By putting black or dark 
blue caps on bottles or a rash of lettering 
or filigree work on top of cartons, it is 
possible to prevent any effective price 
marking. 

Fortunately, some of the leading drug 
manufacturers are following the path that 
most grocery manufacturers took long ago. 
They are leaving a definite space on top 
of the package for a price mark, and if 
they have a bottle cap, they are keeping 
away from very dark colors. As a con- 
sequence, when a mass display is to be 
made, there is more enthusiasm for using 
their merchandise. Such manufacturers 
are also packing their cartons so that 
case is cut open, so that pricing can be 
the pricing area is up when the carton or 
done quickly and easily. 

Q Peers. It is a painful ordeal to 

be operating a self-service drug store 
and to be paying your help 2¢ a minute to 
pin price stickers on such soft goods as 
toweling and wash cloths. The manufac- 
turer could endear himself by affixing 
blank price tickets on his production line, 
at a fraction of the cost involved in hand- 
ling the job in the store. Where merchan- 
dise does not permit easy price marking, 
the manufacturer will certainly get a head 
start with the self-service druggist if he 
corrects the condition. 

On actual pre-pricing there may be 
some division of opinion. The printing of 
a price on the merchandise is inadvisable 
from the standpoint of the self-service 
operator. But affixing of a removable tag 
either blank or with the price on it, 
would be of very practical assistance 
where the minimum resale price is either 
fixed by law or by custom. 


® For some years boxes of chocolates in 
the higher priced lines have had gummed 
price markers affixed to them by the 
manufacturer which can be easily de- 
tached either by the retailer or the buyer. 
There is an opportunity here for prices 
applied on pressure sensitive tape by the 
manufacturer. 
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STACKING—Here is a demonstration of the 
fact that some drug items lend themselves 
to mass display, while other packages 
make stacking impossible. 


Ideally, these prices should look as if 
they were put on by the retailer and the 
astute manufacturer would probably use 
printing resembling a rubber stamp. The 
removable feature is absolutely necessary 
in the event of price changes, sale in non- 
fair-trade areas, or store policies against 
pre-priced merchandise. 

5 Pre-wrapping. Pre-wrapping takes on 

*new significance in the self-service 
store both from the standpoint of the de- 
lays in wrapping merchandise at the 
checkout counter, and from the stand- 
point of customer reluctance to display 
certain types of merchandise in her shop- 
ping cart or basket. 

An example of the former problem is 
inexpensive tumblers, which if they must 
be wrapped at the checkout counter in- 
volve a very substantial delay. Pre-wrap- 
ping either in the form of six-glass car- 
riers or some other method seems to be 
the only practical long-term solution. 


Inherently the self-service drug store 
has an advantage in the sale of feminine 
hygiene items since the customer can pick 
and chose merchandise by herself. On 
the other hand there is an obvious re- 
luctance to push certain types of drug 
store merchandise around in a cart or 
basket for the inspection of friends and 
neighbors. Thus the manufacturers of drug 
store merchandise that might be affected 
by this will have to consider the possi- 
bility that pre-wrapping in retail type 
paper may be a significant advantage. 
6 Window display material. The inroads 

* of the visual front on drug stores will 
probably be accentuated by self-service, 
whose concentration on lowering payroll 
will not encourage window display activi- 
ties. Furthermore, windows tend to occupy 
badly needed wall section space, and any 
window space remaining is likely to be 
used for low-price sundry displays rather 
than brand promotion. 

Thus the typical manufacturer’s drug 
store display material may find that about 
the only place for it to roost is on top 
of the pay telephone booth. Counter cards 
and pop-up display cartons are also like- 
ly to suffer from self-service, as are the 
innumerable types of “permanent” display 
cases, so long a feature of drug store 
merchandise deals. 

Over-the-wire pennants are still prac- 
tical and shelf talkers of various kinds 
will no doubt come into use. There will 
be a demand for suitable material to use 
with mass displays on bow ends of gon- 
dolas. 


w Since part of the self-service technique 
is plain price labeling, mass display mate- 
rial will probably be more popular if it 
affords ample opportunity to feature the 
selling price. A great deal of the material 
which looks perfectly satisfactory on the 
counter of the conventional drug store is 
like a blueberry in a bowl] of milk when 
placed on a mass display. An eye should 
be kept peeled for such mistakes as put- 
ting the price down on the lower corners 
where merchandise will cover them, or 
making the display material so large that 
it will completely obscure the normal 
amount of merchandise used to support 
it. 

Will it stack? Anyone who has ever 

* tried to make a mass display of deodor- 
ants will realize that it is not likely that 
this merchandise is going to get any sub- 
stantial display on self-service until the 
manufacturers devise some way that they 
can be stacked more than one high. Mer- 
chandise packed in such a way that it is 
round on the bottom and round on the top 
is maddening from the self-service ap- 
pearance and it is not practical to vary the 
height of shelves to take care of it. 

With many kinds of packages a mass 
effect on the shelf is rendered almost 
impossible by the design. This is not con- 
fined to small items alone, for one promi- 
nent facial tissue manufacturer has a 
package which, though handsome, is so 
slippery that a mass display will topple 
to the floor in a light breeze. It is idle 
to suppose that the self-service druggist 
is going to sit up nights figuring out 
methods whereby he can display such 
merchandise. 

Consumer deals. Special consumer 

* half-price deals and combination deals 
offer a particular problem to the self- 
service druggist. Once a toiletry section 
is set up on a self-service basis it is ex- 
tremely expensive to keep readjusting the 
location of the merchandise, so that when 
a combination deal, say on shampoo and 
hair tonic, comes through, there is an 
acute problem of where to put it. 

One solution is a special deal section for 
all cosmetics and toiletries, a method 
which simplifies the handling of stock, 
but may teach the customer to avoid the 
regular cosmetics and toiletries section. 
Such a practice may result in self-service 
stores accentuating the problems of those 
toiletries which move to the consumer 
very largely on half-price deals, or com- 
bination deals. 

One thing is certain: Any combination 
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nearby slumberer. 


room to brush their teeth. 


were getting under way.” 
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Nothing Like a Demonstration 


We like advertisements that demonstrate the products they are written 
about, and that’s why we like this Westclox ad. Something in our memory 
tells us we have said this about a Westclox ad before—but even if we did, 
this ad merits a restatement of our position. 

The five little pictures under the caption, for the benefit of those past 40, 
have short statements under them which say, “but if you ignore... the blink- 
ing light...after a few minutes...the light is joined...by an audible 
alarm.” Nothing could be clearer. It’s like having this particular Westclox 
model—the Moonbeam—right next to our bed. 

Maybe we're biased. But, if we are, we think there are millions of people 
exactly like us. Some there are (and we have a teen-ager who fits the de- 
scription) who should have on their night table an alarm clock equipped with 
a pair of telescoping mechanical arms—which, at the appointed hour, un- 
telescope themselves, reach out and shake the living daylights out of the 


Others there are, however—and we are one of them—who are even dis- 
turbed by their own breathing. While asleep, of course. These people need 
no factory whistle or burglar alarm to bring them up out of unconsciousness. 
A little wind through the Venetian blinds, a little of the same through their 
wife’s larynx, is sufficient to startle them into wakefulness, bring them up 
to a sitting position like a jack-in-the-box and start them over to the bath- 


We resent being startled into wakefulness. We want an alarm that is 
sympathetic, that is understanding, that strokes our sleeping mind gently— 
as if it were saying, “Forgive us, old chap, but it’s 7:30 and it’s time you 


We have long yearned to read of the invention of such a clock, and maybe 
this is it. And, as we say, we are legion. Only one thing disturbs us. A 
parenthetical statement says that it’s amazing “how the hard-of-hearing 
respond to Moonbeam’s unusual call.” This sounds ominous. We thought— 
and we wonder how the Moonbeam copywriter overiooked this one—that 
this particular Westclox was intended chiefly for “light” sleepers. 
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deal in which the items are not strongly 
attached to each other presents a great 
problem to self-service. People will con- 
stantly try to separate combination items 
and bring them to the check stand and 
engage in prolonged discussions with the 
check-out girl. The self-service druggist 
is likely to look with disfavor upon com- 
bination deals in which he is expected 
to fasten premiums to merchandise with 
rubber bands and other baling-wire 
methods. 

Where combination shaving cream and 
razor blade deals are packaged together 
there is a distressing disposition on the 
part of customers to steal the razor blades 
from shaving cream packages. Thus it 
is necessary in a self-service store to 
have the shaving cream for sale in its 
own section, and the razor blades avail- 
able at the check stand. This does not 
help either sales or dispositions. 

9 Promotional policies. It is obvious that 

*the paying of p.m.’s in self-service 
drug stores could be a complete mockery. 


On the other hand a very substantial job 
can be done in self-service stores at the 
check stand and by the pharmacist in 
getting behind the promotion of one or 
two items on a drive basis. The check 
stand drive is particularly effective, of 
course, with merchandise which may be 
offered to almost any one passing through 
the stand. Obviously, the number of items 
promoted in any year is going to be rela- 
tively small. 

On the other hand, certain areas of the 
self-service store are likely to be almost 
the same as they are in the conventional 
drug store. If there is a service cosmetics 
department, candy or cigar or liquor de- 
partment, the actual selling conditions 
may not be substantially changed. This 
will depend entirely on the individual 
store policy. 

1 The turn-over problem. One of the 

* nice things about a conventional 
drug store is that there is always a little 
more space in some drawer or under some 
counter in which slow moving merchan- 
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dise can be stowed in anticipation of once- 
a-year demand on the part of the custom- 
er. Comparatively, the self-service drug 
e, ? store is a highly rigid mechanism. If there 

are 1,000 lineal feet of self-service shelv- 

ing and each item has an average space 

of 2/10ths of a foot, you can display 5,000 
ef iterns of one face each. If you have to add 
any more merchandise to the store, some- 
thing has to give. 


® This will probably lead the self-service 
+ druggist to take a more hard-boiled atti- 
: tude toward slow-moving merchandise. 
There is going to be some careful scrutiny 
by the druggist of the multiplicity of sizes 
in many slow-moving items. When the 
» druggist starts date-coding his stock it is 
: likely that heads will roll. 
It also seems likely that in the long run 
the druggist may abandon some of his 
Ps. rough and ready accounting methods and 
start watching the gross profit dollars 
per unit of goods handled instead of re- 
ye lying on _ rule-of-thumb percentages. 
is There is some evidence that the druggist 
bal will be in a better position to keep larger 
inventories which enable him to keep 
Pe down his labor cost per unit handled. 
ae ll Designing packages for visibility. 
* A very large number of items sold 
in conventional drug stores have packages 
wholly unsuited to self-service display 
from a visibility standpoint. The so-called 
“drawer merchandise” of the druggist is 
particularly difficult for the customer to 
find in a self-service drug store. Manu- 
facturers of items of this type will want 
ito consider packaging their merchandise 
Eto give the appearance of greater bulk 
and labeling for greater visibility. 
Self-service gives the customer an ex- 


traordinarily fine opportunity to make 
price and quality comparisons between 
leading brands of merchandise, and the 
wise manufacturer will consider doing a 
little experimentation with the sizing and 
pricing of his units when exposed on a 
self-service shelf. 
12. Where do you want your merchan- 
dise sold? One of the difficult prob- 
lems facing a self-service druggist is 
where to locate merchandise so that it will 
be readily found by the customer. This 
may create a certain and serious problem 
for some types of merchandise. For in- 
stance, if you sell Castile soap, do you 
want it located near the washing powders, 
or the baby goods? If you sell fancy toilet 
soap, do you want it near the cleansing 
powders or do you want it near the toi- 
letries? If you make glass cooking utensils, 
do you want them near the glass ware 
or near the cooking utensils? If you make 
a combination antacid and headache re- 
lief, with which merchandise do you want 
your product closely associated? 

No doubt some optimistic manufactur- 
ers will try to get their merchandise in 
multiple locations, but the astute drug- 
gist is going to have a very wary eye 
on this practice, for there will be tre- 
mendous pressure of other merchandise 
working against the locations of any 
13. Non-advertised brands. It goes 

without saying that the self-sérvice 
brand in more than one position. 
drug store will be no friend of the non- 
advertised brand of most packaged goods. 
There may be no one standing by to tell 
the customer that something else is “just 
as good,” and in things affecting his 
health he is going to have considerable 
respect for familiar brand names. 


the farm press 


The Second Session, Sunday Morning, 
April 5, 1925 of the meeting of the repre- 
sentatives of Lord & Thomas was called 
to order at 9:10 o'clock, President Albert 
TS D. Lasker presiding. 

is Pres. Lasker: Getting back, I wanted 
; 2 to call your attention to the fact that Lord 
& Thomas was incorporated in 1873 and it 
has been in business continuously since, 
this being its 52nd year, and during that 
period it has been under only two man- 
agements and two ownerships. Mr. Lord 
and Mr. Thomas owned the business from 
1873 until Mr. Lord’s retirement in 1904 
on the occasion of his 60th birthday, he 
still being an active and virile man to- 
day at the age of 81. He always deter- 
mined that he would retire when he was 
60. And Mr. Thomas died in 1906 


® Then the business passed into my hands 
t in the manner I indicated. I call your at- 
>. tention to that, so that you can see the 
history of the business, that it has been 
os continuous and that the traditions are 
<a deep rooted and that the experience that 
4 we have here has gone back to 1873 and 
a been continuously passed on. Some have 
been here over 40 years. I think there 
is one young lady here—I wouldn't tell 
her name—who has been here over 40 
years. 

I am just. referring back to tie it up 
together. I want you to know that I have 
been in this business some time. I don't 
mind telling you my age. I am 45. I have 
told you everything else about myself that 
I am willing to tell. I was born in 1880 

In 1892 I published this paper here. I 


XVII 
The Business Has Changed; Many Good Agencies 


Last week’s instalment marked the wind-up of the general historical dis- 
cussion with which Mr. Lasker began this 1925 talk to his staff. With this 
instalment he begins a discussion of current problems in getting and selling 
accounts, along with interesting excursions along historical side paths. In 
this instalment, for example, he reviews the agency’s early enthusiasm for 


] The Lasker Story... As He Told It 
g:| 


was the sole owner and the sole publisher 
and the sole editor. This issue was pub- 
lished on April 30, 1892. My birthday is 
May 1. This was April 30, 1892, but I can 
see from this old copy of the paper that 
I thought a boy 12 too young to be an 
editor. I see here the editor of the “Free 
Press” is a boy of 13 years. I wrote every 
line of the paper myself, save the plate 
matter, but I got all the advertising. 

That is the next important point that I 
call your attention to, that I was in ad- 
vertising back in 1892. 

I remember I got for each of these two- 
inch cards $1.50. An inch card was $1. I 
wanted to show them that I was an editor 
and publisher; I had a brother two years 
younger and he was my collector. As I 
walked out of the place he would walk in 
to get the money... 

This morning I got down to the office 
a little earlier than some of the others, 
about 7:30. I didn’t get down in order to 
boast about it, but I did get down at 7:30. 

I noticed in this morning’s paper that 
the new Secretary of Agriculture says 
that the road to success is through hard 
work. I just want to say here that in a 
good many instances during my absence 
that I referred to yesterday, hard work 
ceased in Lord & Thomas, and there isn't 
room for any of you, much as I am anx- 
ious to have you, unless you are hard 
workers. And I will get on to who is not 
a hard worker, and when I do there is 
nothing surer than that you and I won't 
stay together. I only want people who are 
willing to work hard. 

Second is integrity—hard work and in- 


VINTAGE OF 1911—This Cole 30-40 ad, which 
appeared in the December, 1911, issue of 
“Judicious Advertising,” ran in local 
newspapers, with space at bottom for 
dealers’ names. Copy describes the Cole’s 
features, and gives the prices of various 
models. 


tegrity. We will undertake with you to 
work out the intelligence. 

But I went downstairs and rummaged 
among the files. I was looking for some- 
thing, and among other things I ran 
across a copy of Successful Farming and 
that brought to my memory something I 
ought to have told you yesterday, that 
Lord & Thomas did the first automobile 
advertising ever done in the world. We 
did the first tire advertising. 

We did the first auto accessory adver- 
tising. All these firms are still our good 
friends. The reason that we didn’t con- 
tinue with them—well, I gave you the 
reason with Goodyear. With Willys we 
had gotten in pretty deep financially and 
it got to where we had a difference in 
view on policy with their manager. 

Mr. Willys was perfectly fine to me. I 
know he would have chosen us instead 
of the manager, but that was too much 
responsibility, and that again brings me 
back to the fact that an agent must have 
in a way only an extraneous connection 
with the business. 

But I remember that one of our main 
ideas in advertising was the great possi- 
bility for automobiles and accessories 
through advertising to the farmer. 


® At that time the farm papers carried no 
advertising—so little anyhow that it is 
within permissive rights to say no ad- 
vertising—other than technical farm ma- 
chinery advertising and a little rubber 
goods advertising of boots. It was con- 
sidered somehow that the farmer wasn’t 
a human being; on the farm there were 
horses and cows and farmers. When you 
wanted to advertise to the man, the farm- 
er, you were supposed to reach him only 
through The Saturday Evening Post, and 
it was thought that the farm paper should 
only have technical advertising. 

I remember I made a condition with 
Goodyear and Willys that one of the ways 
I proposed to win customers for them was 
through using the farm papers, and both 
of them told me that subsequently many 
of our competitors were down there and 
said that I was utterly dishonest in my 
motive in that we published “Judicious 
Advertising” and we hoped to “trade a 
profit,” and that was the reason I was 
financing them. It shows you how little 
removed we are from the Stone Age when 
so simple a thing as that the farm paper 
was an outstanding medium for that type 
of advertising, and many others, was open 
to misconstruction just from the simple 
fact of an advertiser going to them. 

And I think one of the big reasons those 
advertisements were so successful in the 
early days was the use of the farm paper. 
And as I look through Successful Farming 
I see that a big percentage of their ad- 
vertising is still automobile and automo- 
bile accessory advertising. 

I want you to get ail this in you as you 
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work here and as you talk to others about 
Lord & Thomas: That you feel deeply the 
traditions and the impulses that are be- 
hind this business, and that just the same 
now we are a young business, not an old 
business, but that we know our business 
and that we have known our business for 
a long time and that we are leaders in our 
business, because we are analyzers of our 
business. 


8 Now, something has hit me in the face 
in the farm papers in the last 16 months 
since I am back and actively on the job. 
And I think I can say without really ex- 
aggerating that, though I was sick during 
that three months, I have done three or 
four years’ work in the 16 or 17 months 
I have been back... 

One of the things I have done is to 
study advertising and competitors... And 
the surprising thing that hits me is the 
tremendous amount of good advertising 
that is being done. 

Mr. Hopkins was in to see me the 
other day. He is my dear friend; he was 
with me for many years. But, as you 
know, he has gone into the agency busi- 
ness for himself. And incidentally, he has 
changed his mind about advertising his 
own products; he had to leave here to 
change his mind, I am sorry to say. He 
could have changed it staying, but he 
wouldn’t change it and stay. 

Anyhow, he said to me, “Lasker, you 
know it is harder than it ever was to get 
advertising for agency service.” He said, 
“T have a notion.” I said, “What is your 
notion?” I said, “Let’s both write it on a 
piece of paper and compare it after- 
wards.” 

We did and we wrote practically the 
same thing: “Too much good advertis- 
ing.” In the early days when Hopkins and 
I were working together with Kennedy, 
Bob Johns and many others who associ- 
ated with us, there were not many who 
wrote good advertising. But in the years 
that have gone by many have learned it. 


® But there are still some who don’t know 
advertising, and in my studies in the last 
year and a half—my studies of copy par- 
ticularly in the last year and a half—I 
have been struck as to why Montgomery 
Ward & Co. have grown up so tremen- 
dousiy on Sears, Roebuck & Co. Sears, 
Roebuck & Co. are still in the stone, 
archaic ages of advertising. 

Maybe some of you will go and repeat 
this to them, and they will get so mad 
they never will do business with me. I 
haven't undertaken to do business with 
them, but I would say for their experi- 
ence they are the world’s worst adver- 
tisers. They could afford to pay any 
agency that knows 300%, 500%, it makes 
no difference. Montgomery Ward are al- 
ways good advertisers and that is one 
reason why in the last five years Mont- 
gomery Ward from trailers, and Sears, 
Roebuck from outstanding leaders, have 
come much nearer together, until Mont- 
gomery Ward stands out as the coming 
house and Sears, Roebuck is the house 
that has to be reorganized. [It is impor- 
tant to remember, again, that these com- 
ments were made in 1925.] 

I woudn’t say it is the reason; it is one 
of the reasons. But I can’t talk to you 
academically, I have to talk names. I re- 
member about four months ago when 
Colonel Swingle was thinking of coming 
to the firm, I happened to be fingering a 
magazine and in fingering it I noticed 
that Montgomery Ward's advertisement 
preceded by one page Sears, Roebuck’s. 
Montgomery Ward's advertisement was a 
business advertisement, and Sears, Roe- 
buck’s was—I don’t know what—it was 
about Robinson Crusoe. 

Think once of a mail order house, we 
who know advertising and learned it 
from mail order and patent medicine, 
think of a mail order house, think of the 
shades of old Sears getting out of the 
grave and talking about Robinson Crusoe. 

Well, this morning I came down early 
because I wanted to look through the 
farm papers. I want to talk to you a little 
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INTRIGUING NEW 


NEW 7" RECORD PLAYS FULL 3 MINUTES ON 
EACH SIDE AT STANDARD 78 RPM SPEED! 


low cost, non-breakable, lightweight! special mailing envelope available! 


Here is the common sense answer to the 
millions of well-intentioned mailing pieces 
that miss their mark each year . . . that die 
unopened, unread, unremembered. 

It’s Columbia's exciting new “7-78” record 
... the completely new, completely sound 
way to reach not just every name, but to 
penetrate every eye, ear and mind on your 
mailing list . . . and do it at a cost compar- 
able to that of good printed material. 


Its secret is simple: nobody ever throws 
away a record without listening to it! 


JUST WHAT IS A “7-787 

For the first time, here is a low-cost, non- 
breakable 7” record that plays 3 minutes on 
a side . . . a total of 6 minutes at the stand- 
ard speed of 78 rpm. (There are more than 
18-million standard speed record players in 
this country right now!) Columbia’s “7-78” 
is the longest-playing 7” standard speed 
record ever developed! 


HIGH FIDELITY RECORDING 

“7-78” offers acoustical quality, range and 
response comparable to the finest classical 
and popular records in the Columbia cata- 
logue. 

They are made by Columbia's exclusive, 
completely automatic injection molding 
process. Result: flawless, uniform perfec- 


tion. Every “7-78” is as good as the master. 
Every “7-78” plays back exactly what you 
put into the original. 


EASY DOES IT! 
Your part in making a “7-78” is simplicity 
itself. Use Columbia’s nationwide recording 
facilities. Or simply put your message on a 
tape recorder . . . your own, or a rented one 
. send the tape to Columbia, and relax. 


Back to you (or vour mailing house) come 
your non-breakable “7-78’s” . . 
your own individual, special mailing en- 
velopes. 


ready for 


A WORLD OF USES 

Because they are so new and intriguing. 
“7-78's” are ideal for many, many business 
uses. For example .. . 

Direct Mail 

Premiums 

Messages to the Trade 

Product Instruction 

Sales Promotion Pieces 

Sales Reports 

Demonstrations 

Christmas Cards 

Convention Souvenirs 

Sales Training 

Annual Reports 


If your product makes a_ characteristic 
sound, “7-78” will reproduce it. If the 
drama of sound . . . or silence . . . is an im- 
portant factor, count on the “7-78” to get 
your story over! 

Send the coupon to get a free sample “7-78” 
that speaks for itself. Fill it in before you 
forget! 


Copyright 1962, Columb Records ine 


MUSIC HATH SELL 


If music or special sound effects will help 
put your message across, Columbia's vast 
production facilities, engineers, directors, 
producers and professional showmanship 
are yours for the asking! 


IDEA 


The warmth and conviction of 
the spoken word, on Columbia's new self-mailing 


‘*7-78"' promise results far beyond the scope of 


any printed matter you've ever known! 


“7-78"' is an exclusive development of 


COLUMBIA 


TRANSCRIPTIONS 


A DIVISION OF 


COLUMBIA RECORDS INC. 


originators of The Microgroove Record 


FREE! 


see it... hear it yourself! 


Discover how powerful this new selling medium really is. 
Hear the ways in which products can be sold by sound. 
Get the jump on competition. Mail this coupon now! 


Columbia Transcriptions 
Department AA11-3 
799 Seventh Avenue, New York 19, N. Y. 


NAME ‘ ic 

COMPANY __ TITLE 

ADDRESS 

city hee 5 TE 


COLUMBIA RECORDING DEVELOPMENT CREATES 
iN SELLING... 
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hat 
' vith duotones, 

ress run and increases engraving costs. 
- uotone inks are so named because of the 
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about farm papers, and I got hold of this. 
I think the farm paper is a wonderful 
medium and we don't use it nearly 
énough. No advertising agency has the 
proper appreciation of the farm paper, in- 
cluding ours. I happened to turn to the 
April issue of Successful Farming, Page 
41, Montgomery Ward & Co. Page 43, 
Sears, Roebuck & Co. “Ward’s catalog is 
saving millions of dollars for the Ameri- 
can people. Millions of people are saving 
millions of dollars by using Ward’s cata- 
log,’ and so on. 

Farmer or not, that is business. They 
want to know how to save. I don’t do 
Montgomery Ward's advertising. I don’t 
suppose we will ever get it. But it is good 
advertising. [Lord & Thomas ultimately 
did become the agency for Montgomery 


Ward, although both mail order houses 
turn out the bulk of their own advertis- 
ing.] 


@ The same with Sears, Roebuck, but it 
is bad advertising, wasteful, stupid. 
“Greater than Aladdin’s lamp—Aladdin 
never well knew the things to wish 
for, because he had never seen our big 
general catalog. More magical even than 
Aladdin's lamp is this wonderful book and 
the service it renders.” 

I will not speak at greater length on the 
subject. I love advertising too much to 
feel that it needs greater length. But I 
want to exemplify that there is still some 
archaic work being done and that there 
is still opportunity to get business, hard 
as it is. 


Next week Mr. Lasker presents to his assembled executives from the 
New York and Chicago offices the text of eight advertisements which the 
agency planned to publish in the then-existing advertising press. Inci- 
dentally, ADVERTISING AGE missed the opportunity of publishing this 1925-26 
L&T series. AA was not launched until 1930. 


Tips for the Production Man... 


Duotone Inks Give Added Depth, Color 


By Kenneth B. Butler 
It seems to me that many advertisers 
are missing a bet by not making greater 
ise of duotone inks, particularly in one- 
‘color advertising material. The illusion of 
added depth, and of color, is given to one- 
jeolor printing when these inks are used on 
iterature containing a heavy content of 
ictures. 

Duotone inks are not new. That is why 
am amazed at their infrequent use. The 
ost of the ink is higher than that of ordi- 
ary inks, but not excessively so. 

One of the reasons, possibly, that cause 
roduction men to pass up duotone inks is 

they think they have to be used 
which causes a second 


btle additional color tones injected in- 
» photographic reproduction. 

Then, too, there is the common belief 
wrong, I think) that it takes black ink 
» make the cuts show up best. The duo- 
yne inks actually look like black in the 


alesense in Advertising... 


type and in the solids of the engraving 
halftones. Thus legibility is not at all 
impaired. 

But in the middle tones these inks give 
a warm, colorful blend that makes any 
illustration look snappy indeed. 


® Duotone inks are offered by practically 
all ink makers. I do not know anything 
about the chemistry of inks, but it seems 
to me that they are actually black ink 
toned to the warmth of colors by the ad- 
dition of colored inks. 

Thus you are offered a range of duo- 
tone inks that may have a brown or sepia 
tint. Very subtle, but enough to impart a 
bit cf color. Then there are the duotone 
inks with a green cast, and those with a 
blue cast. Some of the most interesting 
are the ruby blacks, which have a red 
or maroon cast in the middle tones. 

Ask your ink-maker for a series of sam- 
ple specimens. Note that the type and 
solids of pictures actually look black, and 
the picture highlights look white. 


Copywriters Play It Safe When They Assume 
Retail Salesmanship Is a Myth 


By James D. Woolf 
Advertising Consultant 

In early June, speaking before the 48th 
annual convention of the Advertising 
Federation of America, in New York, I 
made this assertion: 

It has long been my 
the retail clerk, as a ve- 
hicle of thought-trans- 
mission, is wasteful 
and impotent beyond 
belief. Retail salesman- 
ship, in most, if not all, 
lines of business, is an 
absolute myth. I am 
sure that everybody 
here is familiar with 
the Willmark Service 
System. It employs a 
force of professional shoppers to check 
up on the performance of retail sales 
people. “U. S. salesmen,” asserts Will- 
mark, “are just order-takers. Their great 
flaw is not the high pressure for which 
they have been lampooned—but utter 
apathy.” 

The point I sought to make in my talk 
was that, in most instances, the only reli- 


contention that 


James D. Woolf 


able, fool-proof vehicle of thought-trans- 
mission at the advertiser’s command is his 
copy. Through the medium of his adver- 
tising he can (1) transmit his story fully, 
with none of the essential selling points 
omitted or slurred over; (2) transmit his 
story skillfully in terms of consumer bene- 
fits; (3) transmit his story accurately, 
without error or garbling or guess-work; 
(4) transmit his story truthfully, without 
offensive exaggeration or promises of im- 
possible benefits. 


® Before me 1s a letter from Erwin H. 
Klaus, marketing director of Northrup, 
King & Co., Berkeley, Cal., a successful 
concern that deals in farm seeds, pasture 
mixtures, and related items. Mr. Klaus 
takes issue with some of the points made 
in my talk. His letter is so interesting, and 
he is so obviously a thoughtful student of 
advertising and salesmanship, that I am 
sure my readers will find his letter pro- 
vocative. Writes Mr. Klaus: 

“I agree with most of your points, par- 
ticularly with the need for adequate prod- 
uct information and for truth in sales- 
making copy. Our advertising, based on 


case history as it is, is completely truth- 
ful and, we are confident, informative. I 
am enclosing samples of some current ads 
which, on these points, speak for them- 
selves. 


Seed Service-» norrwaur kivo suLLET sarees 
TREATED ALFALFA STILL TOPS IN 2nd YEAR! 


Year Crap Prom Arasan-Treated Seed Virkis 
Bales Per Acre Than Untreste 1 


“Now comes the point, Mr. Woolf, on 
which we begin to differ. You haven't 
taken the farm market into account, have 
you? We have to rely on the ‘salesman- 


ship of the order-taker,” namely our 
dealer and his employes. Certainly, our 
advertising moves customers (farmers, 
mind you) into his store. But another 
human effort is required at the point of 
purchase to move the merchandise to the 
customers. This makes our relationship 
with each dealer and his employes a top- 
ranking human relations problem. Hence 
our advertising couldn’t do half the job 
it is doing without being integrated into 
an over-all program that sells our com- 
pany, its people to our dealers. So much 
for our picture. 


8 “Now I should like to go one step fur- 
ther. That retail salesmanship is badly 
lacking in effectiveness cannot be argued. 
The facts tell the story. But, when you call 
it ‘an absolute myth,’ you are going too 
far, much too far. Your statement that 
‘the retail clerk, as a vehicle of thought- 
transmission, is impotent and wasteful 
beyond belief,’ betrays a shocking disbe- 
lief in people. Here you seem to have 
fallen victim to a malady, not uncommon 
among advertising people who primarily 
concern themselves with publishing the 
sales message and become so imbued with 
their own importance that they disallow 
the influence of other forces on the ob- 
jective to be accomplished. To a point at 
least, I believe, this attitude stems from 
a defense mechanism so prevalent among 
advertising people because they feel they 
are making an important contribution to- 
ward an effective functioning of our dis- 
tributive system, and they do, which 
management never fully acknowledges. 

“With the exception of supermarkets or 
similar retail establishments, in which 
robot selling is the order of the day, I 
dispute your contention of the retail] clerk. 
People are still people, and are apt to be 
more influenced by the most effective 
means of communication known to date, 
namely that of people talking with peo- 
ple. 

“There is no argument against your 
point that advertising is, or certainly 
should be, salesmanship in print. You 
are certainly right when you say ‘the 
consumer is now in the mood to listen 
with an attentive ear to adult sales talk 
in copy.’ On this score we are in full 
agreement. But I say we need both the 
advertising and the salesman. If the 
latter doesn’t perform, whose fault is it 
but our own, e. g., that of management.” 


# I am in agreement with most of what 
Mr. Klaus has to say. Of course, we need 
both advertising and salesmen (such as 
they are). And it is true, regrettably, 
that I failed in my talk to take the farm 
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market into account. It is undoubtedly 
true also, as Mr. Klaus says, that North- 
rup’s “relationship with each dealer and 
his employes is a top-ranking human re- 
lations problem.” 

It may also be true that advertising peo- 
ple, including your columnist, have be- 
come so imbued with their own impor- 
tance that they disallow the influence 
of other forces on the objective to be ac- 
complished. This charge is, at the very 
least, an interesting and challenging 
notion, and I suspect there is more than 
a grain of truth in it. Certainly I have 
met few successful advertising people 
who are imbued with a sense of their own 
unimportance. Be that as it may, I shall 
attempt here no refutation of Mr. Klaus’ 
accusation. If any of my readers care to 
take issue, pro or con, with Mr. Klaus’ 
bill of indictment, let them take their re- 
spective pens in hand. 

Whether I am guilty of “a shocking dis- 
belief in people,” I shall neither affirm nor 
deny, except to admit that people (such as 
the millions of Hadacol suckers) often 
shock me. But I still insist, in the words 
of Willmark, as once reported in Life, that 
retail salesmanship in general (the italics 
are mine) is an absolute myth. From this 
position I shall not retreat. 


s This conviction is based partly on a 
great deal of personal experience. In re- 
cent years I have been the half-owner, as 
an outside investment, of a retail store. 
My most heartbreaking experience was the 
quality of salesmanship that presided be- 
hind my counters. My “sales” staff, care- 
fully selected, included a manager (male) 
and three females, one a woman of about 
40, two girls in their early 20s. In my 
library I have many fine books and pam- 
phlets on salesmanship, and I lugged a 
selection of this literature to the store. 
What a thankless task that was! I have no 
reason to believe that any of my order- 
takers, including the manager, ever read 
a single page of the stuff. 

While still in my teens I did a two- 
year stint as a salesclerk in a shoe store. 
I realize now, looking back, that I must 
have been pretty bad. I had practically 
no technical knowledge of the merchan- 
dise, and I knew absolutely nothing about 
the so-called “psychology” of selling. The 
primary reason for my incompetence, I 
think, was (1) that the boss made no at- 
tempt to train me, and (2) that I had 
no intention of making shoe-clerking my 
career. 

One difficulty, I believe, is the fact 
that the majority of order-takers in most 
lines of advertised merchandise (but not 
farming products, Mr. Klaus) are females. 
To most females under, say, 30, retail 
clerking is not a career; it is merely a 
wayside stop on the road to a hoped-for 
marriage. All three of my former lady 
clerks are now happy in wedlock. 


s Another difficulty is the fact that re- 
tail selling is relatively a low-wage pro- 
fession. As Hal Boyle points out in a re- 
cent column, the white-collared employe, 
and I think he specifically mentions re- 
tail salespeople, is today’s forgotten man. 
He belongs to no union and has no lobby 
in Washington pulling wires in his behalf. 
Unlike farmers, laborers, and other pres- 
sure groups, the lot of the lowly retail 
clerk isn’t a rosy one. To put it baldly, re- 
tail selling isn’t much of a career, and I 
see nothing astonishing in Willmark’s 
low estimate of salesmanship at the retail 
level. 

Think over your own buying experi- 
ences as a consumer. Isn’t it true that you 
frequently draw a blank in your contacts 
with retail salespeople? I do. Just yester- 
day, interested in Krilium, but not know- 
ing much about it, I found that it was in 
stock in one of our largest hardware 
stores. At first, the clerk said he’d never 
heard of it. When I pointed it out to him, 
almost under his nose, I discovered that 
he knew nothing at all about the prod- 
uct—precisely what it was, exactly what 
it was good for, how it should be used, 
what its price was, etc. The store’s head- 
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man, when he was summoned, proved to 
be almost equally ill-informed. Inasmuch 
as this large store carries several thousand 
items, this experience is not too astonish- 
ing. If this experience isn’t a solid reason 
for packing Krilium copy with complete 
information (which is what Krilium does, 
1 believe), then I’m afraid I have, in Mr. 
Klaus’ words, “fallen victim to a malady.” 

Perhaps you believe that effective re- 
tail salesmanship is far from being a 
myth. Even so, no matter what your prod- 
uct and no matter how competent the 
retailer and his clerks, what have you to 
lose by loading your advertising with the 


information (or inspiration) essential to 
a sale? I don’t think Mr. Klaus and I are 
far apart on this. I note (see example re- 
produced herewith) that his ads are jam- 
packed with hard-selling informative 
copy. Quite evidently he doesn’t depend 
100% on his dealers as vehicles of 
thought-transmission. It appears to me 
that the combination of Erwin H. Klaus 
and BBDO, which prepared the ad, are 
doing a fine job for Northrup, King & Co 

Maybe retail salesmanship is a myth. 
Maybe it isn’t. Buy why gamble? I think 
we are playing it safe in our copy when 
we include all the essential facts. 


The Eye and Ear Department... 


A Re-Examination of Television-No. 3 


If meaning or significance provide the 

touchstone to either radio or television— 
or, for that matter, printed advertising or 
entertainment (and experience would 
suggest that they do), then it follows that 
a TV or radio adver- 
tiser will be better ad- 
vised to appraise the 
program he_ sponsors 
less by what it does to 
a viewer than by what 
it does for him. French 
postcards may have a 
Thigh degree of curi- 
Sosity and even interest. 
)But they are largely a 
— sale. 

He will also be advised not to be misled 
Hinto judging the value of a TV program by 
fwhat it shows or by how much it shows, 
Sbut by what effect it has on the viewer. 

Joes he wish to divert him? Inspire him? 
fake him think? These are much more 
mportant considerations than the con- 
ideration, “Does he wish to impress 


Arthur Godfrey 


stor in TV time judges his program by 
om criteria, he will spend less. The 


im?’ 
' . sf It is quite likely, too, that if the in- 


alue of a program inevitably must be 

etermined not by what happens on the 
Same but by what happens inside the 

-ople who see it—and a program with a 

ompelling personality (such as Bishop 
Sheen) may prove more valuable, re- 

ardless of cost, than a program with a 
plethora of dull  personalities—even 
though it costs more. 

Judged on these bases, TV does not 


Employe Communications... 


compete with movies—to which people 
go chiefly for entertainment, for escape. 
TV is more intimate than movies. TV is a 
guest, a visitor, in the home. People do 
not go out to see it—it goes out to see 
people. Therefore, it has a personal, not 
a mass, responsibility. 


® If this is borne in mind, TV programs 
will be devised—not to compete with 
movies or the theater—but to compete 
with personal interests. If they compete 
with personal interests, they will very 
largely center around these interests. They 
will be less concerned with the spectacular 
than with the simple and intimate. God- 
frey, for example, is no spectacular enter- 
tainer. He is unaccomplished as a dancer, 
singer and actor—as well, it might be 
added, as an ice skater. He is, however, a 
welcome guest in the majority of the 
homes in which he appears. Much more 
than Milton Berle, Godfrey is “Mr. Tele- 
vision.” For Godfrey is someone who goes 
to see you—not whom you go to see. And 
this is the essence of television. It is a 
visitor in the home who comes to spend 
the evening with you—not one who 
simply drops by to take you out to a 
nightclub or the theater. And the people 
you welcome in your home seldom re- 
semble in any way those you are willing 
to pay to see when you leave it. They offer 
you something entirely different. And 
while you say you were glad to see 
them, what you mean is that you were 
glad to be in their company. You enjoyed 
them for what they added to you rather 
than for what they subtracted. 


A Tip for the Company Historians 


By Robert Newcomb and Marg Sammons 


Up to the time this was written, no one 
had come forward with an. explanation 
for the unutterable dullness of most com- 
pany histories. Probably at this precise 
moment, scribes around the country are 
getting down on paper the drab details 
of company origins, worked out in awed, 
respectful prose. 

A short time ago Jack Davis, who edits 
a conspicuousty good external magazine 
for dealers of Shell Oil, drew our atten- 
tion to a picture book called “The Oil- 
men,” a handsome and engaging study of 
the oil industry, told in terms of the peo- 
ple who work in it. Since credits are due, 
the book was written by Charles Parker, 
designed by Frederick H. Roberts, and 
published by Rinehart & Co. in coopera- 
tion with Shell Oil Co. The photographs 
were taken by Thomas Hollyman at vari- 
ous Shell locations, and they hold a 


throb for anyone in the business. 

Now “The Oilmen”—which sells for on- 
ly $1.50—isn’t a company history. Rather 
it’s the pictorial, capsuled report of an 


industry. But it has many of the char- 
acteristics a company history can afford 
to have. It is the sort of assembly job 
a company historian could afford to prop 
up in front of him as he writes. 

These are the book’s clear, unmistak- 
able virtues: 

1, It has no truck with the windy de- 
tails of any operation, past or present. 
Because it is a picture book, Author 
Parker respects the photographs’ prior- 
ity, and he keeps his copy crisp and fac- 
tual. 

2. There is no glorification of anything, 
unless you find it between the lines. The 
author doesn’t want to sell you anything. 
He wants to give you an idea of what an 
oilman is, and why he likes the business. 

3. It’s a picture album, so it’s picture 
album size, It’s aimed at the living room 
table, where it deserves to land. 

4. It’s realistic. If a guy wears a dirty 
shirt on the job, you see him with it on. 
If he puts his elbows on the table at 
lunch time, that’s where you'll see them 
in the pictures. 

5. It’s short. You can read the whole 


thing in probably 30 minutes. But it is 
a fast, exciting, memorable 30 minutes, 
and you don’t feel that your time has 
been frittered away. 

6. When you're through, you've learned 
something. When you have put the book 
down, you have an organized impression 
of the oil industry, its range and nature, 
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its people, its promise. No one has clut- 
tered your leisure with windy tributes 
to pioneers, with sweet words about the 
rewards of earnest toil. 

“The Oilmen” can set a whole new 
pace in industrial publishing. We hope 
the compilers of this magnificent piece 
of picture reporting will go on from here. 


Mail Order and Direct Mail Clinic... 


What Makes the Perfect M. 0. Item 


By Whitt Northmore Schultz 


Three top mail order and direct mail 
experts got together at a luncheon in New 
York recently and, among other things, 
they talked about “the perfect mail or- 
der item.” 

Veteran admen James E. Schwenck of 
Schwab & Beatty, and Stanley I. Fishel of 
Fairfax Inc., together with Time Inc.’s 
circulation director, Bernard Auer, were 
the three men discussing the elements 
of the ideal item to sell by mail. 

Because correct product selection con- 
tinues to be the No. 1 subject brought 
up regularly in my mail order consulta- 
tions on how to start and operate a mail 
order business, or a department, I thought 
you'd be interested in what these experi- 
enced men said. 


® Here are the eight characteristics of the 
ideal, direct-to-consumer products, ac- 
cording to them: 

1. A product that everybody needs or 
can use. 

2. A price between $2 and $5—thus 


making time payments unnecessary. (If 
the original sale offers no possibilities of 
repeat business, by the way, it is their 
experience that the selling price of the 
item must be at least four times the cost 
laid down in the warehouse.) 


# 3. A value obvious to the reading eye 
so that its value can be understood by the 
person reading the advertisement. 

4. A possibility of repeat sale of a sim- 
ilar product or related product. 

5. Some exclusive features or patented 
designs which make it non-competitive 
with store products. 

6. No quick deterioration, so that the 
product does not lose value if it’s not de- 
livered promptly, or if it is returned and 
must be used again. 

7. A product that is easy to handle, 
pack and ship and doesn’t cost too much 
in freight or postage when shipped. 

8. A product that needs little or no 
servicing after it is delivered. 

In my opinion, these are eight excel- 
lent criteria for judging products which 
will sell successfully by mail. 


Looking at the Retail Ads 


By Clyde Bedell 


If this is honest and creditable advertis- 
ing, I'll eat a Firestone tire with mustard 
in the Dome of the Iowa State Capitol 
building for my Thanksgiving dinner. If 
it isn’t honest advertising, it hurts adver- 
tising—all advertising. 

This is a deliberate effort to make the 
reader think he’s getting a bigger price 
reducton than he is. If this is honest, be- 
cause of the small “Buy Ist Tire at Regu- 
lar Price—Get 2nd Tire at % off,” then 
it would be honest for a jeweler to smash 
a heavy headline into the papers reading 
“STERLING SILVER FLATWARB 
PRICES SLASHED—% OFF.” Then 
somewhere down in the copy say: “Buy 
one spoon at Regular Price—Get 2nd 
Spoon at % off.” Yet any decent silver 
manufacturer, or jeweler—I believe— 
would refuse to do such advertising. 

If this Firestone ad is honest—when 
tires are a little easier to sell it will be 
equally honest to use the same smashing 
headline, and then say in small type: 
“Buy lst Three Tires at Regular Price— 
Get 4th Tire at % off.” 

This is dishonest because you can't 
walk in and buy a Firestone tire at \ off. 
You have to buy two tires at the price 
of 1 and % tires. That’s “% off. And all 
the weasel words there are can't change 
it. What price do I pay for a third tire, 
by the way? One-half off? No—or they’d 
say so. So I go back to full price, pre- 
sumably for the third, and I get % off 
for the 4th. 

This is dishonest and misleading adver- 
tising too, because it is only in very small 
type you learn you have to turn in your 
old tire to get this % off that isn’t % off. 

This is also dishonest because the copy 


Lowest Prices in Years-Sale Ends Sept.2 
Firestone 
LOSES OOF 
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starts off saying: “You'll find the lowest 
prices in town at Firestone during this 
Pre-Labor Day Sale.” 

The fact that other tire makers did the 
same thing or almost the same thing 
doesn’t legitimatize this kind of adver- 
tising. I wonder if, when Firestone adver- 
tises NYLON CORDS or some other fea- 
ture, you get them only in every second 
one you buy. If a company isn’t shyster, 
why should it use shyster advertising? 

This is—I think—a time when all busi- 
ness people and every advertising man 
and woman should be striving to restore 
integrity in all ways and in all areas in 
this country. I clipped ads like this in 
Des Moines and Philadelphia and saw 
them in other places. They must have 
been sent out in mat form—broadcast— 
by the factory. 

A mounted skunk cabbage to Fire- 
stone—and to the other tire companies 
that attempted to cheat their way to pub- 
lie attention and response! 
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Suggested by RICHARD C. PROCTOR 
Southern Comfort Corporation, St. Lovis, Missouri ‘ 


, In Chicago, it takes 2— 
to cover all the outlets 


BECAUSE ... . Chicago has outgrown the power of any single daily news- 
paper to reach even half of your city and suburban prospects.* 

Today it takes two daily newspapers to reach a majority of the 
market—and for MOsT net unduplicated coverage, one of your two 


MUST be The Chicago SUN-TiMEs! 


% See your copy of the independent Publication Research Service study, “Chicago Daily 
Newspaper Coverage and Duplication, 1951,” or write us for details. 


CHICAGO 


SUN-TIMES 


CONCENTRATED WHERE MOST OF THE BUYING IS DONE! 


CHICAGO NEW YORK LOS ANGELES SAN FRANCISCO MIAMI BEACH ATLANTA 
Chicago Sun-Times Chicago Sun-Times Sawyer-Ferguson-Walker Co. Sawyer-Ferguson-Walker Co. Hal Winter Company Sowyer-Ferguson-Walker Co. 
211 W. Wacker Drive 250 Park Avenue 612 So. Flower St. 1213 Russ Bldg. 9049 Emerson Ave. 821-822 William Oliver Bidg. 
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| WFIL (AM and TV) Revamps 


Follow the Oil Trail in Canada Ricotaiay and tomes 


In a reorganization of personnel 


Test Market. 


84,200 Daily* 


and duties, WFIL and WFIL- 
TV, Philadelphia Inquirer stations, 


Out of the oil-rich prairies, into the heavily have brought advertising, business, 
— . P . promotion, maintenance, music, 
populated refining and distributing centres of news and talent under integrated 


control. Program, production and 
sales staff remain separate for AM 


LONDON and Southwestern Ontario > re 


sistant to the general manager in 


Follow the trail and pre-test your products in Canada’s most responsive charge of television, has been pro- 


moted to coordinator of advertising 
and promotion, continuity, traffic, 
film, talent and maintenance. John 
D. Scheuer, assistant to the gener- 
al manager in charge of operations, 
is the new coordinator of AM and 
TV programming. Reporting di- 
|rectly to the general manager are 
|Kenneth W. Stowman, director of 


A single newspaper area 


Che London Fire Press Eras ier kee 
rector of radio sales; Lee Irgang, 


Westein Ontario's Poiemest Meurspauper 


| business office manager, and Hen- 
ry Rhea, chief operations engineer. 


*Publishers Statement March 31st, 1952 AA-6 | Raytheon Promotes Butler 
James R. Butler, formerly sales 
promotion manager, has been pro- 


* moted to merchandising manager 
Write C G. Fenn, Adv. Mgr. of Raytheon Television and Radio 


Corp., Chicago. 


aed up in the © 


\e 


much better 


When you place your TV film shows on a Spot basis, you don’t 

get tangled up in cable allocations, “must” stations or minimum 
group requirements. With Spot, you buy only the markets you wish .. . 
find stations clear time more readily. And there’s a saving 

in time charges—enough to cover film prints, 


their distribution and others costs. 


Get the full details from your Katz representative. 


TH t BK ATZ AG E ca Cc We Inc e National Advertising Representatives 


488 MADISON AVENUE. NEW YORK 22, NEW YORK « CHICAGO « LOS ANGELES ¢ SAN FRANCISCO # ATLANTA @ DALLAS ¢ KANSAS CITY # DETROIT 


dvertising Age, November 3, 1952 


Coming 
Conventions 


Nov. 5-8 National Assn. of Photo- 
Lithographers, 20th annual convention and 
exposition, Hotel New Yorker, New York. 

Nov. 16-18. National Newspaper Pro- 
motion Assn., central region meeting, 
Deshler-Wallick Hotel, Columbus, O. 

Nov. 17-18. National Business Publica- 
tions, annual fall meeting, Biltmore Hotel, 
New York. 

Nov. 19-20. Controlled Circulation Audit, 
annual meeting, Biltmore Hotel, New 
York. 

Nov. 20-22. Southern Newspaper Pub- 
lishers Assn., annual convention, The 
Greenbrier, White Sulphur Springs, W. 
Va. 

Dec. 7-11. Outdoor Advertising Assn. 
of America, 55th annual convention, Con- 
rad Hilton Hotel, Chicago. 

Dec. 12-18. National Assn. of Display 
Industries, semi-annual convention, Hotel 
New Yorker, New York. 

| Dec. 27-29. American Marketing Assn., 
conference, Palmer House, Chicago. 

Dec. 27-30. American Marketing Assn., 
American Statistical Assn., annual joint 
conference, Palmer House, Chicago. 

Feb. 5, 1953. Associated Business Pub- 
lications, annual midwest clinics, Drake 
Hotel, Chicago. 

Feb. 9-11, 1953. American Management 
| Assn., marketing conference, Hotel Stat- 
ler, New York. 

Feb. 25, 1953. Associated Business Pub- 
lications, annual eastern clinics, Roose- 
| velt Hotel, New York. 

April 20-23, 1953. American Manage- 
ment Assn., packaging conference and 
exposition, Navy Pier, Chicago. 

April 30-May 3, 1953. Associated Busi- 
ness Publications, annual spring confer- 
ence, Hot Springs, Va. 


NBC-TV Appoints Ogden 
Clifford Ogden has been ap- 
|pointed supervisor of West Coast 
television sales for NBC-TV, with 
{headquarters in Hollywood. He 
|formerly was v.p. and general 
manager of the broadcast division 
of Capitol Records. He will have 
charge of sales for such films as 
|“Hopalong Cassidy,” “Dangerous 
| Assignment,” “The Lilli Palmer 
|Show,” and “Douglas Fairbanks 
Jr. Presents” in the western states. 


Republic Steel Names Taylor 


Robert E. Taylor, formerly an 
|associate account executive with 
Fuller & Smith & Ross, Cleveland, 
has joined the advertising division 
of Republic Steel Corp., Cleveland. 
He will be in charge of agricul- 
tural advertising, including “Farm 
Spokesman,” a bi-monthly exter- 
nal organ going to 185,000 farm 
families. 


MacCorkle Joins ‘Living’ 

| Robert MacCorkle, formerly with 
Farm and Ranch—Southern Agri- 
culturist, New York, has joined the 
advertising staff of Living for 
Young Homemakers, New York. 


ART IS LONG 


SENECA said: 
“Life is short; art is long.” 

For 25 years SCHOLASTIC MAGA- 
ZINES have given high school stu- 
dents an outlet for artistic expres- 
‘sion through the Scholastic Art 
Awards. Each year more than 125,- 
000 entries are submitted in schools 
throughout the nation. Approxi- 
mately 40 leading department stores 
serve as regional sponsors and ex- 
hibitors. 


What does such activity mean to 
the advertiser? It means that these 
| Magazines strike a responsive chord 
|in the minds and hearts of millions 
lof young people. The advertising 
| pages, too, are a vital part of this 
| meaningful activity. 

Advertising in SCHOLASTIC 
MAGAZINES means something spe- 
cial which produces a special re- 
sponse from high school students. 


— SCHOLASTIC MAGAZINES, 


351 Fourth Avenue, 
New York 10, N. Y. 
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Agency Heads 
Are Reluctant 
to Give Opinion 


(Continued from Page 1) 
which recognizes the undesirabil- 
ity of pirating accounts as a prac- 
tice. 

“I am delighted to hear that 
Jones won the verdict.” 

One of the most trenchant 
comments came from the West— 
a statement to AA signed by all 
the account executives of Hixson & 
Jorgensen in Los Angeles. It said: 

“We think it a bit premature to 
comment on the Duane Jones case 
specifically. But the business 
philosophy and ethics involved 
should be defined by the courts 
not only in the interest of all agen- 
cy people, but for those in all 


‘AA’ Mentioned 


Articles appearing in ApVERTtS- 
ING AGE played a part six or seven 
times during the trial. The AA 
stories dated back to mid-1951, 
when the hassle began. At one 
point, when Mr. Jones was on the 
stand, he was shown a clipping 
from AA. (It was not read aloud.) 

Then his interrogator turned to 
the spectators’ section and asked 
AA's reporter to stand. Mr. Jones 
was asked if he knew “this young 
man.” The reply was: “Yes.” 

Under questioning, Mr. Jones 
said he didn’t recall saying to the 
reporter what was attributed to 
him in the AA story. At another 
stage, Mr. Hayes was shown an AA 
clipping and testified he didn’t 
think he had been quoted pre- 
cisely. 

Several times Justice Cohalan 
ruled that he would not allow 
newspaper stories (AA _ reports 
among them) to be entered as evi- 
dence, but he did permit them to 


|a corporation, 


be marked for identification. No, 


other advertising business papers 
were mentioned during the trial. 


other personal service businesses 
where financial loss and emotion- 
al conflict grow out of undefined 
principles. We believe it is not 
solely a management bias that 
contends that good will repre- 
sented by clients is as tangible an 
asset as cash or equipment, the 
pilfering of which is contrary to 
all law. 

“If an agency is truly an agency 
and not a heterogeneity of inde- 
pendent opportunists, then there 
is both collective security as well 
as opportunity for each account 
executive. It will be a much hap- 
pier game for all participating 
when the rules are fair and de- 
fined.” 


® The West Coast also produced 
another significant commentary 
when a top Los Angeles agency 
head, who declined to be quoted, 
said he felt, as management, that 
he would have to congratulate 
Mr. Jones on having contributed 
toward maintenance of ethics in 
the business, but on the other hand 
he remembered when he was an 
account executive and had ideas 
about going into business for him- 
self. 

Several agency heads told AA 
they thought it inadvisable to 
comment until they had an oppor- 
tunity to read the testimony, the 
charges to the jury and other 
pertinent information. There were 
others who said it would appear 
that the decision gives recognition 
“to values created by manage- 
ment.” 


@ Several flatly said the decision 
giving Mr. Jones a $300,000 award 
from “conspirators” will prove a 
strong stabilizing influence in the 
agency business. Morris E. Ja- 


Advertising Age, November 3, 1952 


cobs, of Bozell & Jacobs, Omaha, 
told AA the decision “will be to 
the benefit of every working ad- 
vertising agency man, both em- 
ployer and employe.” 

They will, he said, “enjoy great- 
er security” and this will apply 
especially “in making more se- 
cure the jobs of the rank and file 
advertising personnel, who de- 
pend for their livelihood on the 
maintenance of a steady level of 
billing. This decision will also 
contribute to more efficient and 
effective servicing of clients, and 
to an improvement in the quality 
of American advertising.” 


@ One agency head pointed out 
that he felt the award by the jury 
is probably correct, “but the fact 
that the situation got to court sug- 
gests that there was not sufficient 
group thinking and cooperation.” 

“When agency personnel work 
as a group there is no question 
of anyone leaving an agency,” he 
told AA. 

The decision was hailed, natur- 
ally enough, by Irving Eckhoff of 
Roche-Eckhoff, Los Angeles, 
which has a suit pending against 
a former account executive who 
left his agency and took aecounts 
with him. Mr. Eckhoff said he is 
“glad to hear Jones won.” He said 
he thinks the decision will go a 
long way toward establishing 
management versus account ex- 
ecutive precedent “which will stop 
much pirating of accounts.” 


es Walter McCreery, Beverly Hills 
agency head, made this comment: | 
There is a question of “how” when 
a conspiracy is involved in any 
business. There is a need for pro- 
tection when a group of people 
have money invested in an agen- 
cy, when it is a corporation, has 
legal identity and stockholders. If 
there is established protection for 
then the account 
executive coming into an agency | 
may get a better arrangement, he | 
suggested. 

An interesting question was 
raised by Henry Mayers of the) 


Mayers Co., Los Angeles, about} three women works, that one out | 


the “finder’s fees” mentioned in| 
the case. | 

He said he was much more a 
terested in the revelations “of| 
what seems to be an accepted) 
practice to the extent of being of-| 
fered as a defense—finder’s fees.” | 
In his view, the finder’s fee is of 
greater seriousness “than agency 
men walking out with accounts.” 


These Suits Also 
Involve Jones Men | 


New York, Oct. 30—Here’s what | 
the legal scoreboard looks like, as 


| 
oa 


PRINTING SHOW—The American Institute 
show drew these interested spectators when it was 


4 


right are Joel Rawley, printing production 


T. C. Vogel, ad manager, Square D Co. 


Boxter Laboratories, Chicago; Bob Kraus 


of Graphic Arts’ “Printing for Commerce” 

displayed in Mil Left to 
manager, Reincke, Meyer & Finn, Chicago; 
, Milwaukee; Jack Williams, ad manager, 
of E. F. Schmidt Co., Milwaukee, sponsor 


of the exhibit, and Arthur Reincke, v.p. of Reincke, Meyer & Finn. 


Non-Agency Folk Tell 
Their Markets at 4 A's 


New York, Oct. 29—The crea- 
tive sessions of the annual confer- 
ence of the American Assn. of Ad- 
vertising Agencies drew heavily on 
people outside the agency field. 

From the business end of the 
magazine field, the creative people 
heard from Lloyd E. Partain, farm 
market director, Country Gentle- 
man, who emphasized the changes 


Eastern Four A's 


which have taken place in the farm 
market. its prosperity (only about 
one third of U. S. farm homes are 
mortgaged, compared with 50% of 
urban homes), its intelligence 
(“don’t talk down to them—they're 
not hicks”). 

Estelle Ellis, promotion director 
of Charm, conducted a short tour 


| of the female labor force consisting 


of some 19,000,000 working women. 
She pointed out that one out of 


of every three workers is a woman, 
that two out of every three work- 
ing women are married, and that 
two out of five of these married 
women workers have children. 


@ There’s a big market, she 
stressed, among women who have 
more money than time, and she 
called the women (who earn $32 
billion a year) “the most potent 


| consumer group in the country to- 


day.” 

George Wever, promotion direc- 
tor of Life, emphasized the changes 
in consumer mental attitudes over 
the past decade, asserting that to- 


Admen More About 
Creative Sessions 


inept and “over-laid-out.” He 
thinks the solution is not that the 
headline be bold but that the idea 
be. 


Merle Armitage, art director of 
Look and Quick, entered a strong 
brief for the photographic tech- 
nique in advertising, asserting that 
writers and artists and photogra- 
phers must work together. He 
pointed out that the “evolutionary 
or picture story technique is one 
of the most powerful developments 
of our time—its power to influence 
has been soundly proved in the 
editorial field.” 


® The people who buy space and 
time for advertising agencies can 
exercise creativity as well as any- 
one else, providing they know the 
proper fields of operation and rec- 
ognize that creativity is not neces- 
sarily synonymous with novelty. 
This thesis highlighted the media 
group meeting at the conference. 
Sherwood Dodge, v.p., Foote, 
| Cone & Belding, deplored the con- 
|cept that agency creative depart- 
ments are the only ones that ex- 
ercise imagination. “By inference, 
of course, all other departments 
| become somehow ‘non-creative’.” 
The speaker described the cre- 
ative media man as one who is 
aware of his assumptions, which 
are necessary, but who is willing 
to challenge his assumptions. He 
can make new patterns, see new 
| relationships and create new struc- 
tures which relate to his goal. 


|@ Assumptions are natural and all 


'10 TV Permits 
Granted by FCC 


WASHINGTON, Oct. 30—The Fed- 
eral Communications Commission 
dished out ten more TV construc- 
tion permits today. 

The commission has approved 
a total of 92 applications in 56 
markets since its TV freeze was 
lifted at mid-year. 

Meanwhile, National Production 
Authority heard that the con- 
struction of new TV stations may 
be in for some delays. Counting 
the 108 pre-freeze stations, FCC 
has authorized a total of 200 TV 
stations in 121 markets. 

An official NPA press release 
reporting on a meeting between 
NPA and broadcast equipment 
manufacturers said industry 
spokesmen suggested “orders from 
new stations and for the large 
numbers whose applications are 
now pending before the FCC may 
backlog for some time, as equip- 
ment companies may feel it is 
uneconomic to gear their produc- 
tion to the rate of FCC grants.” 


® Today’s nine TV grants is the 
largest number since the initial 
post-freeze announcements. 

After granting 18 stations in a 
single week during July, FCC had 
been issuing construction permits 
at a rate of three to five a week. 

FCC’s two processing lines have 
moved through all the uncontested 
applications from non-TV coi 
munities of 50,000 or more 
sons, and from many of the p 
tially served communities whi 
are seeking stations in the n 
ultra high frequency band. 
addition to 91 grants, 80 contest 
applications have been earmark 
for competitive hearings. < 

There are about 900 applic 
tions still pending. 

Meanwhile, three  post-free 
stations have already gone on t 
air, bringing TV to Portland, Or 
and Denver. Two other statioi 
are expected to begin operatio 
in the next few days, extendin 
TV to Austin and Lubbock, Tex. 


Todd, Justs Buy 
Rockford Papers 


Rockrorp, Iu., Oct. 30—A ne 
corporation, Winnebago Newspa 
pers Inc., has purchased th 
Rockford Register-Republic, Rock 
ford Morning Star, and associated 
enterprises, including Rockford 
Broadcasters Inc. (WROK), and 
real estate holdings. e 

The new corporation has pur- 
chased the majority stock interest 
in the properties formerly held by 
Albert G. Simms of Albuquerque, 


between Duane Jones and Jo-| day's American is “better educated 
seph Scheideler, et al, as of today.|...more mature...better traveled, 


Suits started by Mr. Jones in- perhaps against his will. He knows | 


clude a $1,500,000 slander portion | what he wants. . .He has developed 
of the conspiracy action. This has | ...a new sense of values. ..is more 


been dropped. Another part of the sophisticated, more realistic, more 


conspiracy suit seeks an accounting 
of the profits of SB&W and the 
impressment of that agency’s stock. 
This part, now postponed, is sched- 
uled for equity court and can be 
started on five days’ notice. 

Suits started by Mr. Scheideler 
and the other former employes are 
a $3,150,000 slander suit against | 
Mr. Jones, scheduled for U. S. fed- 
eral court; a suit seeking $45,000 
for stock of the Jones Co. which 
they held, and an action for pen- 
sion money, amounting to perhaps 
$50,000, which they say is owing | 
to them. 

The pension suit currently 
awaits calendar listing. As for the 
stock suit, Mr. Jones’ attorneys 
have asked its dismissal. 


KGMB-TV Joins ABC Network 
KGMB-TV, Honolulu, first U.S. 
television station outside conti- 
nental limits, will become an 
ABC-TV network affiliate Dec. 1, 
the day the station begins com- 
mercial telecasting. The station, 
owned by Hawaii Broadcasting 
System, will operate on Channel 9.' 


aware.” 

In a panel session, a group of 
agency men, researchers and For- 
tune’s W. H. Whyte (“The Lan- 
guage of Advertising”) took a look 


|at the problem of creating ads. 


@ Mr. Whyte succinctly described 
the mass of free enterprise adver- 
tising as a “monumental pile of 
drivel,” and reiterated his charge 
that the language of advertising 


lis “boring hell out of the read- 


er. 

Nobody argued with him. 

The agency men kicked the 
old “does-research-stifle-the-copy- 
writer” question around. John 
Caples, v.p. of Batten, Barton, Dur- 
stine & Osborn, said it need not. 
William J. Griffin of J. Walter 
Thompson Co. said it is possible 
to have excellent research and no 
ads. 

The panel worked its way 
around to the question of “hard 
sell.” Paul Smith, of Calkins & 
Holden, Carlock, McClinton & 
Smith, said such ads are usually 


| right, Mr. Dodge elaborated, “but}N. M., as well as minority stock 
it is bad, and it hampers creativ-| holdings. 
ity, to permit ourselves to be un- | Heading the new setup is E. 
| aware that we make them.” The! Kenneth Todd, who has been co- 
unconscious assumption is “crea-| publisher of the newspapers, and 
tivity’s deadliest enemy,” and/ who is controlling stock owner and 
“makes life seem so much less} president of the new corporation. 
| complicated if only you don’t look | Associated with him are Frank H. 
at it too closely. |Just, publisher of the Waukegan 
“The creative media man who| News-Sun and its associated 
challenges his own assumptions is| broadcasting company, and the 
| going to be in the forefront of the | Libertyville Independent, and his 
parade in developing or analyzing|son, F. Ward Just, general man- 
new information which will permit | ager of the News-Sun, who is ist 
him to make better assumptions | v.p. of the new corporation. 
today than the ones he had to! 


make yesterday. 


® “Unfortunately there aren't 
| enough media men qualified to do 
| this. Media grew up as a phase in 
our business which centered more 
around the administrative job of 
buying time and space, than it 
centered around basic marketing 
problems. The result is that we 
have too many time and space 
buyers and not enough marketing 
people in our media departments.” 

An earlier speaker, Edgar Ko- 
bak, president of the Advertising 
Research Foundation, also empha- 
sized the need for closer attention 
to circulation figures by media 
people. 


\s Barney Thompson, formerly 
publisher of the Rockford news- 
papers, has disposed of his hold- 
ings but will continue as editor 
emeritus and columnist for the 
papers. 

William K. Todd, son of E, Ken- 
neth, and a former circulation 
manager of the papers, has been 
named business manager. Upton 
Bartlett has been named head of 
the personnel and public relations 
department. 


Peterzell Joins Biow Co. 


Norman Peterzell, formerly an 
;account executive with Grey Ad- 
vertising, New York, has joined 
Biow Co., New York. 
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Stanford Institute's Study Shows... 
Western Newspapers Newsprint 
Demand Will Rise 32% in Decade 


enough to offset an increase in de- 
mand expected during the same 
period. However, the demand 
could be met by the production rise 
along with the present rate of im- 
port of newsprint into the region 
plus construction of additional 
newsprint mills. 

(The “western region” includes 
the 11 western states plus British 
Columbia, Alberta, Alaska and 
Hawaii.) 

This forecast is based on figures 
projected from present conditions 
and plans of present newsprint 
users by the Stanford Research In- 
stitute for the California News- 
paper Publishers Assn. 

A 99% correlation between 
newsprint purchases in the Far 

, West (the 11 western states alone) 


Leading Jobbers 
in Louisiana, Arkansas, Texas 


Praise K WKH 


E. G. JOHNSON, President, 
DeSoto Wholesale Grocery Co., 
Shreveport, SAYS: 

“We tke KWKH— 


it gets results’ 


STanrorp, CAL., Oct. 29—News- 
print production in the West will 
rise to 930,000 tons by 1961. This 
increased production will not be 


The Rotarian magazine 
reaches key executives in 
69%, of the manufacturing 
concerns employing 1000 or 
more persons. It reaches 
key executives in 20%, of 
all manufacturing concerns 
in the U. S. 


GRAY McCRAW, President 
McCraw Distributing Co., 
Shreveport, SAYS: 

“The agency knew, when 
they prcked KWKH™ 


MASON JACKSON, JR.. 
The Mason Jackson Co., 
Shreveport, SAYS: 
“Outstanding results 

with KWKH” 


I you want the truth about the impact a radio station has 
in its area—the truth about its effect on its listeners’ living and 
buying habits—ask the progressive jobbers, distributors and 


wholesalers in that station’s area. 


Many of these businessmen may know very little about 
BMB figures, half-millivolt contours, hours per day spent with 
various media, etc. But oh!, what they know about the sales 


a station can produce! 


That’s why we’re proud that most of the leading jobbers in 
Shreveport praise KWKH—recommend it to their sources 
—use it, themselves, when they spend their own advertising 


dollars. May we send you ali the facts? 


KWKH 


A Shreveport Times Station 


SHREVEPORT LOUISIANA 


50,000 Watts * CBS Radio 
The Branham Company, Representatives 
Henry Clay, General Manager 


and combined newspaper circula- 
tion, advertising ratios and adver- 
tising linage of daily and Sunday 
newspapers in the area is noted - 
by the institute. 


=- 


[oo =... 
8 Advertising linage in the dailies 
in this region is expected to in- 
crease from approximately 1.5 bil- 
lion agate lines in 1950 to over 
1.6 billion lines in 1961, a 12% 
increase. 

Sunday newspaper linage is pre- 
dicted to go from 223,500,000 agate 
lines in 1950 to 260,000,000 in 1961, . 


a 16% increase. 

Based on this statistical relation 
between newsprint purchases and 
newspaper circulation-advertising, 


print demand in the western re- 
gien will increase from 837,000 
tons in 1951 to about 1,106,000 
tons in 1961, a 32% increase. Far 
West demand wil! go from 777,000 
tons to 1,024,000 tons, also up 32%. 
With the addition of other fac- 
tors, such as population and real tion on newsprint demand, the re- 
disposable income, and their cor- port examines the financial and 
relation with newsprint purchases, Circulation status of newspapers 
which 1s over 90%, newsprint de- in the 11 western states. 
mand in the western region is ex- The survey finds that California 
pected to increase to 1,129,000 tons accounts for almost 58% of Far 
in 1961 and in the Far West to West daily circulations and for 
1,047,000, a 35% increase. about 54% of Sunday circulations. 
Dailies in this area had a 124% 
= Supply of newsprint for the re- Circulation increase over 1935 in 
gion by present producers in that the 10,000-25,000 circulation group. 
time will increase from 667,000 In the group of dailies in the 100,- 
tons to 930,000 tons, about 39%, 900-and-over bracket, the increase 
This estimate is based on present for evening papers was only 54% 
plans of the producers with exist- 4nd for morning papers 75%. 
ing facilities plus production from nae a , 
a new mill about to be completed ® This is explained by the fact 
at Elk Falls, B. C. that the population trend has been 
This means that demand will ex- 4Way from the large metropolitan 
ceed supply in 1961 by 199,000 areas to the small towns. On the 
tons. basis of this it is predicted that 
According to the report, if an- newsprint demand of the small- 
other mill, besides the one at Elk *©W" papers will be increased at 
Falls, were added to these pro- a greater rate in the next 10 years. 
ducing facilities, production would The report goes on to explain 
rise to 1,080,000 tons, and demand ‘hat in the Far West newspaper 
would exceed supply by only 49,- 
000 tons. If the present producing 
facilities were supplemented by 
100,000 tons of annual regional im- 
ports, supply weuld be 1,030,000 
tons, or 99,000 tons under demand. 
The combination of all these— 
| present facilities, the Elk Falls mill, 
| one other mill by 1956 and 100,000 
tons in imports—would bring sup- 
| ply to 1,180,000 tons, or 51,000 tons 
more than the demand in 1961. 


other news and_ entertainment 
media is the reverse of na- 
tionwide trends. Circulations of 
dailies and Sunday papers are in- 
creasing at a more rapid rate than 
are magazine circulation and radio 
coverage. 

These trends indicate that news- 
. papers should not fear competi- 
tion from magazines in general 
and news-picture magazines in the 
near future. It also is pointed out 
that the growth in the number of 
radio sets has not affected news- 
paper circulation very much. 

Television, which has registered 
a 1,200% coverage increase in this 


® The present supply of newsprint 
from cutside the region is about 
| 170,000 tons. | 

The report recommends that the 
Hoh River-Grays Harbor area in| 
the state of Washingten would be 
| the most feasible area for a pub- 
|lisher-owned mill to be con- 
structed. 

Such a two-machine mill, 
| present construction costs, weuld | és 
require an investment of about | %% 
| $48,500,000. J 

It would produce about 172,500 
| tons annually on a 345-day basis. 
This publisher-owned mill, ac- 
| cording to the report, would have 
| the following advantages for par- 
ticipants: 
1. It would be a potentially prof- 
| itable business related to newspa- 
per publishing. 
2. It would allow the replace- 
ment of some newsprint purchased 
| at premium prices. 
| 3. It would provide a continuous | 
supply of newsprint at prices equal 
to or less than independent re- 
| gional producers’ quoted prices. | 


| 
| 
} 


® The mill would have the follow- | _ 


ing disadvantages: 

1. The amount of investment re- 
quired would be large and there 
would be a financial risk involved. 

2. It would perhaps provide un- 
equal advantages for potential par- 
ticipants in that it would replace 
more premium-priced newsprint 
for some than others. 

3. If the demand for newsprint 
fell, participants might be able to 
market the output only with some 
difficulty and price concessions. 

Because of the effect of circula- 


the institute estimates that news- RY all 


circulation trends compared with) 


AT IMP IRTANT SAVI 


An exclusive development. 
| Where multiple insertio 
the same ad break simu 
it is now possible to f 
each publication its own 
originals and progr 
fs at a cost only 

slightly above patent-ty pes. 


DOT aaa 
Outstanding Black 


Beautiful Color Works 


oe 


LINAGE—It is estimated that advertising linage in daily newspapers in the Far 
West will increase from about 1.5 billion agate lines in 1950 to about 1.6 billion 
lines in 1961, a 12% increase. Linage in Sunday Pp 
crease from 223,500,000 to around 260,000,000 lines, an increase of 16%. The 
bars in the chart above show the total of both daily and Sunday newspapers’ linage. 


s is d to in- 


ates a 


area from 1948 to 1951, has made 
no appreciable difference on 
newspaper circulation growth in 
TV areas as compared with non- 
TV areas. 

The survey shows that news- 
paper prices in this region are on 
the average higher than in the 
inland areas, especially in the 
three coastal states. 


® Figures show that these price 


rises have brought circulation 
losses to between 0.5% and 14% 


depending on how much the in- 
crease was. However, there is no 
record of any paper pricing itself 
out of the market, and the report 
suggests that circulation levels 
will regain their former rate of 
growth as soon as the public be- 
comes accustomed to the price in- 
creases. 

The decline in the number of 
daily papers here has been from 
314 in 1929 to 273 in 1951, a de- 
crease of 13%. 

The greatest reduction has been 
in morning papers (from 84 to 54) 
during the period. The number of 
evening papers has declined since 
1929 from 239 to 219, or about 
5%. 

Single copies of the 115-page re- 
port are available for $10 from 
Project 464, Stanford Research In- 
stitute, Stanford, Cal. 


Opens Portland, Ore., Office 

H. J. McGrath & Associates, Se- 
attle agency, has opened an office 
in the Oregonian Bldg., Portland. 
Lyle K. Peters, formerly with the 
Register-Guard, Eugene, Ore., will 
manage the new office. 


DUPLICATE ORIGINAL 
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& White 


600 W. Van Buren Street, Chicago 7 
Telephone STate 2-5367 
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Advertising Age, November 3, 1952 


Englander Praises 
Newspapers for Aid 
in Latest Campaign 


Cuicaco, Oct. 29—Englander Co., 
mattress maker, is pleased as 
Punch with the promotional job 
newspapers have done for it. 

Earlier this year, Englander, 
which had confined its advertising 
to magazines and some radio and 
TV, decided to try some newspa- 
per advertising. This was done 
chiefly through This Week Maga- 
zine and Parade—the Sunday 


newspaper sections—and some 81) 


newspapers to cover areas where 
Englander has distribution but 


where neither supplement is car- | 


ried (AA, May 26). 
That campaign was tried out last 


June and was successful. However, | 
the company felt that because its) 
105 salesmen had never had ex-| 
perience with a newspaper promo-_ 


tion before, it might pay to try the| 


promotion again. This time every- 
one had the chance to draw upon 
the experiences of those who had 
had the greatest success. 


® Backed by this new know-how, 
a second campaign was launched 
Sept. 14 in the Metropolitan Sun- 
day Magazine Group plus the 81 


newspapers. 


The newspapers on the list threw | ™attresses. 


their weight behind the campaign 
with letters to local dealers and 


"YONNE SAYS:— 


HAVE 


10 WEEK INVENTORIES 
OF 


|3 Name Yambert-Prochnow 


| Coleman Engineering Co., Los An- | 


GROCERY SALE §S zeles (trade publications). 


ry 


TWO FOR ONE—The alert ad manager of Hurwitz-Mintz, New Orleans furniture 


store, placed the ad on the right facing 
Times-Picayune States roto magazine on 


carried over from the original make the ads look like a spread. 


numerous suggestions to England-| 
er’s 14 plant sales managers. 
Despite the fact that it does ab- 
solutely no cooperative advertising, | 
Englander happily reports a grati-. 
fying response from dealers. Wher-| 
ever the ads, featuring the Air-| 
foam mattress, appear, dealers) 
have been running their own ads) 
telling readers that they have the | 
| 
Several ad managers in stores 
ran facing ads in the same format 
and color combination as the Eng- 
lander ads, making them look like 
spreads rather than two ads. 
Richard Girvin, Englander’s ad 
manager, estimates that to date 
dealers have run 40,000” of ads in 
line with the promotion on their 
own volition, and he credits an 
aggressive selling job by the news- 
papers for this achievement. 
Leo Burnett Co. is the agency. 


Yambert-Prochnow, Beverly 
Hills, Cal., has been appointed 
/to direct advertising for Public 
|Freight Systems, Los Angeles 
| freight forwarder; Real Property 
| Investments Inc., Beverly Hills 
(newspapers and direct mail), and 


Send or call for complete details of current and Names Simmonds & Simmonds 


contemplated grocery store surveys. 
THE BAYONNE TIMES 
BAYONNE, NEW JERSEY 


“Bayonne cannot be sold from the outside” 
NATIONALLY REPRESENTED BY 


BOGNER & MARTIN to handle its advertising. 


Burrows Equipment Co., Evan- 
ston, Ill., manufacturer and dis- 
tributor of equipment and supplies | 
for testing grains, has appointed | 
Simmonds & Simmonds, Chicago, | 


New York 17, 521 Fifth Ave., MU 7-7158 


The Dominant Publication In | 


Refrigeration and Air Conditioning | 
* 
In every great industry one finds a dominant publication 
importantly serving the entire field. 


In news, in editorial service, in readership 
influence . .. AIR CONDITIONING & REFRIGERA.- 
TION NEWS is and has long been recognized as the 
dominant publication in refrigeration and air conditioning. 

It is the only newspaper in its field! 

It publishes more news than all other publications in its | 
field put together . . . consistently carries more advertis- 
ing linage than any two of them combined. 


* 


") is read every week by monufacturers 
distributors, dealers, contractors and serv- 
ice organizations from coast to coast. 


AIR CONDITIONING -_ @ | 


REFRIGERATION 


THE NEWSPAPER OF THE INDUSTRY 
450 W. Fort St., Detroit 26, Mich. 


| 
| 


... and in 


Chicago 3, 134 S. LSalle St., FR 2-2093 


30-day FREE trial. > 
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the Englander two-color insertion in the 
Sept. 14. Identical layout and colors 


Dentists Attack 


| Novernber issue of The Journal of 


| Hill, chairman of the ADA Coun- 
_ cil on Dental Therapeutics, and Dr. 
| Maynard K. Hine, chairman of the 


{lished manuscript on the Boys’ 


| had reported that the “dramatic 


| adults since the character of the 
| gingivitis tends to change with 
age.” 

|@ The two dentists also noted that 
| progress nine months, those who 


| had achieved about the same re- 


those using a dentifrice containing 
| a chlorophyll derivative. 


| months, 
| proved cases was 
| higher 


Lever Bros. Ads 
for Chlorodent 


Cuicaco, Oct. 31—The American | 
Dental Assn. has accused Lever | 
Bros. Co. of acting “in a fashion 
contrary to the public interest.” 

The statement was inspired by 
Lever’s recent campaign claiming 
that its toothpaste, Chlorodent, 
improved “the unhealthy mouths 
of 158 children from underprivi- 
leged homes” in 60 days (AA, Oct. 
20). 

The charge was leveled in the 


Periodontology which appeared to- | 
day, in a statement by Thomas J.) 


ADA Council on Research and edi- 
tor of the journal. 


s The statement points out that 
the ads were based on an unpub- 


Town experiment and that the 
claims made for the dentifrice 
were “not in conformity with the 
careful and moderate statements 
in the manuscript.” 

The statement claims that the 
dentists who conducted the study 


improvement in gingivitis observed 
in this study is undoubtedly related 
to the initially high incidence of 
gingivitis in these children.” 

The investigators also reported 
that it “will be important to deter- 
| mine the effects of toothbrushing 
and the effects of chlorophyll in 


after the experiment had been in 
used a non-chlorophyllin dentifrice 


duction in gingival disorders as did 


They said: “After only two 
the percentage of im- 
significantly 
in the group using the 
| ‘chlorophyllin’ pastes than in the 
control group. At the end of nine 
| months, however, the boys in the 
experimental group and those in 
the control group had benefited to | 
about the same degree.” 


| Promotes Arnold Shoop 
Arnold Shoop, advertising man- | 

ager of House & Garden, New 

York, a Conde Nast publication, 


|has been promoted to business 


manager. Mr. Shoop also has been 


| manager of the Detroit office for 


Conde Nast and a member of the 

, Chicago advertising staff. John 

| Camph, western ad manager, suc- 
Mr. Shoop. 


| holstery leather tanners, has filed 


Tanners’ Council Petitions 
to Restrain Advertiser 


The Tanners’ Council of Ameri- 
ca, in conjunction with 12 up- 


a restraining petition against 
Ashley-Rhodes Inc., Louisville, on 
grounds of allegedly misleading 
advertisements. 

Ashley-Rhodes advertised non- 
leather topped tables as having 
leather tops, according to the pe- 
tition. 


GE Hits Klein on Fair Trade 
Genera! Electric Co. has filed a 

petition in New York County su- 

preme court to enjoin S. Klein-on- 


The Square from selling electrical | 
appliances below fair trade prices. | 


The department store must show 


cause why an injunction should! 


not be granted. In the past, Klein 
has done extensive promotion for 
appliances and jewelry sold below 
fair trade prices. 


Protectowire to Gardner 


Protectowire Co. Hanover, 
Mass., has named Donald W. Gard- 


- Advertising, Boston, to han- 


‘e its account. 


you time end money on meilings. 


EUREKA SPECIALTY PRINTING CO. 
567 Blectric Street + Screnten 9, Penne. 


DUPLISTICKERS are made 


only by Exnekcor 


that you have for sale. 


circulation. 


following: 


REACHES THE BEST OF 
WESTERN DAIRYMEN 


a Only 12 percent of the West's farms are classi- 
fied as dairy farms according to the 1950 census. 
However, this small percentage of farms present a mar- 


ket that is certainly worth the attention of advertisers. 


Ma Western Dairies are large sized mechanized 
farms. Rising labor costs make mechanization a must 
with Pacific Slope Dairymen. As a result they furnish 
an outstanding market for the products and services 


May Now you can get premium coverage of ALL of 
the West's best farm markets by using the CROW 
TRIO. The Livestock, Dairy and Cash Crop markets 
are available as a unit when you use the CROW TRIO. 


My The CROW TRIO places no restrictions on sub- 
ject of copy or months of insertion. Get all of the 
worthwhile circulation without the waste of mass 


For complete information, call or write one of the 


Herman C. Schimpff, Advertising Manager, or 
Don L. Wonacott, Assistant Advertising Monager, 
Crow Publications, Los Angeles 58, California 
IN THE EAST 

Peck & Billingslea, Chicago 

Billingslea & Ficke, New York 

IN THE WEST 

MeDonald-Thompson Company—Son Francisco, 
los Angeles, Seattie, Dallas and Denver 


CROW PUBLICATIONS 
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readin... 


fast, understanding reading... 
in a weekly newsreview edited 
for people who want news facts, 


not froth ... edited by a special 
staff, using the far-flung facili- 
ties of The New York Times... 
news of the week, news of the 
moment, tucked to bed late Sat- 
urday, out fresh as the first 
dewdrop early Sunday... the 
REVIEW OF THE WEEK. 


ritin 


that's read by businessmen other 


} 


businessmen sell... businessmen 
living in the 650 richest, most 
active counties in America 
where 93¢¢ of all manufactur- 
ing is done... where 94% of the 
1,100,000 Sunday Times is de- 


livered ... where smart business 
advertisers draw fat dividends 

.in the enterprising market 
of the REVIEW OF THE WEEK in 
The New York Times 


OS 
rithmetic.. .. 


to make you sit up and sing... 
the lowest cost per thousand for 
reaching business executives... 
so you can add a healthy shot 


in the arm to your present pro- 
gram, be it a product sell or a 
public relations job...using the 
versatile medium that gravi- 


tates to the gravy market...the 
REVIEW OF THE WEEK, published 
every Sunday exclusively with 
The New York Times. 


The New York Times 


REVIEW OF THE WEEK 


Toni Co. Takes on 
More ABC-AM Time: 
Other Networks Busy 


(Continued from Page 1) 
EST, Walter H. Johnson Co. will 
present “Rootie Kazootie,” a pup- 
pet show for children, over the 
same network. Franklin Bruck 
Advertising Corp. handles this ac- 
count. 


® Meanwhile, S. C. Johnson & 
Son has contracted to replace 
Bendix as alternate week backer 
of “The Name’s the Same” (ABC- 
TV) as of Dec. 2. C. A. Swanson 
& Sons continues as co-sponsor. 
Time for Johnson’s wax was 
bought through Needham, Louis 
& Brorby. 

CBS Radio signed two new cli- 
ents, both in the same category. 
The Acousticon division, Dicta- 


|graph Sales Co., will carry a 15- 


minute commentary session with 
Galen Drake starting Nov. 2 at 
1:30 p.m., EST. Buchanan & Co. is 


the agency. 

Effective Nov. 30, an Acousti- 
con competitor, Sonotone Corp. 
(Kudner Agency), will present 
Cedric Adams in two weekly five- 
minute programs—one on Sun- 
day afternoon and one on Mon- 
day night. 


® In the doubtful column as this 
story was written was “Let’s Pre- 
tend,” which Cream of Wheat is 
considering dropping at the end 
of the current cycle. This network, 
meanwhile, is pitching hard for), 
American Tobacco Co.’s upcoming 
Horace Heidt broadcast. 

Daytime hours were the best 
sales bait at CBS Television. 
Westinghouse Electric Corp. (Ful- 
ler & Smith & Ross) will televise | 
a new twice-weekly audience par- | 
ticipation program, “Freedom 
Rings,” on Tuesdays and Thurs-| 
days—talent, exact format and 
starting date to be announced 
later. 

C. H. Masland & Sons report- 
edly wi'l join Garry Moore’s list 
of daytime sponsors as a once-a- 


| 


| 


After six years of 


publishing an industrial news tabloid 


one of the things which has 


impressed me the most is 


the reception PD&D has received 


from Advertising Agencies... | 


| 


both large and small. 


Obviously, agencies 
will never get rich on 15% of $150 | 
... the cost of a 1/9th page unit in | 


|}moment at 
| around one of its most publicized | 
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week, 15-minute participant. An- 
other company also was showing 
signs of interest in this show as 
this story went to press. 

8 Daytime properties also were) 
attracting new business at NBC-| 
TV. Kate Smith’s hourly telecast, | 
which this season has been going | 
partly sustaining after a sellout | 
last year, picked up two new back- | 
ers. Block Drug Co. (Cecil & Pres- | 
brey) and James Lees & Sons 
(D’Arcy Advertising Co.) bought 
15 minutes once weekly starting 
Nov. 25 and Dec. 8, respectively. 
There will still be availabilities 
on this show. 

As of Nov. 3, Ekco Products Co. 
(new to Dancer-Fitzgerald-Sam- 
ple) will back 15 minutes of “Wel- 
come Travelers” on Monday after- 
noons. 

Biggest sponsor headache of the 
NBC-TV__ revolves 
packages, the Saturday night “All| 
Star Revue.” Kellogg Co., one of 
the original sponsors of the show, 
will drop out in December and 
Del Monte, a second sponsor, is 
shaky. Pet Milk, the third co- 
sponsor, will continue and John- 
son & Johnson is expected to sign 
to replace Kellogg. But until Del 
Monte makes a decision, this still 
leaves one segment in doubt. 


PERCY SCHWARZ 


Boston, Oct. 31—Percy Schwarz, 
59, director of the creative adver- 
tising department of the Boston 
Herald & Traveler, died yesterday 
after a short illness. He had been 
with the newspaper’s advertising 
department for 35 years and was 
responsible for many of its special 
sections and promotional pieces. 
He also headed its international 
trade and travel department. 


HARVEY DUNN 

New York, Oct. 31—Harvey 
Dunn, 68, well-known illustrator 
and advertising artist, and former 
president of the Society of Illus- 
trators, died last night at his home 
in nearby Tenafly, N. J., after a 
long illness. 


Dwyer to Ingalls-Miniter 


Fred D. Dwyer, food advertising 
specialist, has been named an ac- | 


| count executive of Ingalls-Miniter, | 


| 


| 


PRODUCT DESIGN 


& DEVELOPMENT | 

Therefore, there can 
be only one conclusion: most 
Advertising Agencies are really trying 
to serve their clients. This conclusion 
doesn’t come as a shock, but after 
years of experience in the buying and 
selling of space, it’s always pleasant 


to have one’s beliefs reaffirmed. 


SPATS 


See eee EHH HEHEHE HHH Ee 


Boston. The agency has been} 
named to handle advertising for | 
Royal rainwear by Rayden Fash- 
ion Wear, a division of Rayden 
Engineering Co., Hingham, Mass. 


Eli Lilly & Co. Gets 
Temporary Restrainer 


Against Schwegmann 


New Or.eans, Oct. 29—Schweg- 
mann Bros. lost the first round in 
its fair trade battle with Eli Lilly 
& Co. today when the district court 
here issued a temporary restrain- 
ing order against the giant super- 
market operator. 

The order prohibits Schweg- 
mann from selling certain drugs at 
prices lower than those called for 
in fair trade contracts. Lilly asked 
for the temporary order pending a 
hearing on a permanent injunc- 
tion, which is scheduled for Nov. 
19. 

In asking that Schwegmann be 
restrained from advertising and 
selling Lilly products at cut-rate 
prices, the Lilly company alleges 
that it has entered into fair trade 
contracts with other retail drug- 


gists in Louisiana and that Schweg- 


mann’s practice was causing them 
“irreparable injury.” 


FROZEN FOOD AGE - CANDY INDUSTRY - BOTTLING INDUSTRY 
THE CANDY INDUSTRY CATALOG AND FORMULA BOOK 
220 East 42nd St... N.Y.C. + MUrray Hill 7-771 
CHICAGO 30 Werth LaSaiie Street FRaehinn 2 9052) 
SAM FRANCISCO Sompsee Revity (1d 70) Market Sweet DOugias 2 4984) 
AA LOS ANGELES Simpson Revity, Lid Raltiberton Buviding Ontit 61179 


RUNKLE+ THOMPSON -KOVATS-ING 


Advertising Typographers and Distinctive Printers 
650 West Lake Street - Chicage 6, illinsis 
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FTC Attack on 
Chesterfield Ads 
Is Unprecedented 


(Continued from Page 1) 
against Chesterfield, but that the 
public and Chesterfield’s competi- 
tors will be injured if the ads con- 
tinue while the complaint is pre- 
pared and litigated. 

Commissioner Stephen Spingarn 
came up from Washington to ask 
for the injunction. He pointed out 
that FTC has banned claims of this 
type which were made by other 
cigaret manufacturers. He said) 
these manufacturers—and manu- | 
facturers who are unwilling to re- 
sort to misleading advertising— 
would be injured if Chesterfield 
continues its campaign. 


s The approach is entirely unprec- 
edented. Heretofore, FTC has ob- 
tained court injunctions against 
ads for dangerous drugs. But even 
in the drug cases, FTC has gone to 
court only after issuing its false 
advertising complaint. 

In this case, the commission has 
not waited to issue the complaint. 
It has merely notified the court 
that a false advertising complaint 
is being prepared. 

FTC has made an effort to link 
the Chesterfield case with danger- 
ous drug cases. In requesting the 
injunction, it told the court that 
tobacco is a drug as defined by the 
Federal Trade Commission Act 
and by medical reference books. 

Under routine Federal Trade 
Commission procedure, a contro-| 
versial advertising campaign can | 
continue, pending full litigation of 
the commission’s complaint. 

Ordinarily FTC issues a formal 
complaint against “false” and “mis- 
leading” ads. After the company 
has an opportunity to file its an- 
swer, a formal hearing is held by 
the commission’s hearing examin- 
er. 


® Once the evidence is complete, 
and the company has filed a sum- 
mary of its view of the evidence, 
the examiner issues an “initial de- 
cision.” This is subject to review 
by the commission, and eventually 
by review in the courts. 

The appeal for immediate court 
intervention was inserted into 
FTC’s act to avoid long delay of 
this kind where dangerous drugs 
are involved. For many years FTC 
operated entirely without using 
this power, but in the past year it 
has sought court assistance in two 
drug cases. 

The FTC’s forceful attack on 
Chesterfield climaxes a decade of 
litigation over cigaret ads. Just ten 
years ago, FTC issued complaints | 
against ads for Old Golds, Lucky 
Strikes, Camels, Philip Morris and 
Pall Mall for a variety of common 
cigaret claims. 

Orders have been issued in most 
of these cases. 


@ In its crackdown on cigarets, 
FTC has taken the position that all 
cigarets contain varying amounts | 
of nicotine and throat irritants. | 
It says there is no reliable basis 
in fact for advertising claims that 
one brand is superior to others. 
Some of the cigaret cases have | 
been through the courts, and the 
commission’s position has been 
supported. Philip Morris, however, 
is asking FTC to reconsider an ex- 
aminer’s decision which would rule 
out the firm’s claim that the use 
of a hygroscopic agent makes its 
cigarets less irritating than others. 
Many of the cases involve the use 
of testimonials. In the Philip Mor- 
ris case, FTC has met doctors head 
on. It has proposed that Philip 
Morris be stopped from implying 
that the doctors conducted objec- 
tive tests. “The studies and experi- 
ments referred to by the Philip 


Advertising Age, November 3, 1952 


272 WINNERS in this BIG 
“TELL fT TO BETTY CROCKER” Contest 


sa 
oe 


NEW GM CONTEST—General Mills’ 


pliance division is announcing 
tional contest with ads like this in Life and 
The Saturday Evening Post. Newspaper 
ods in approximately 130 Sunday papers 
are listing regional dealers. Batten, Barton, 
Durstine & Osborn handles the account. 


Morris Co. were not conducted by 
distinguished doctors for the sole 
benefit of their profession, but 
were mage at the instance of the 
company to support its advertising 
claims,” FTC said. 


@ Chesterfield was the only major 
brand passed by when FTC started 
its cigaret drive in 1942. At that 
time, Chesterfield was merely ad- 
vertising “They satisfy.” 

FTC has been needled repeated- 
ly by congressional appropriations 
committees for delays involved in 
the cigaret cases. 

The commission contended the 


litigation was delayed by the | 


shortage of personnel during 
World War II and by complicated 
hearings and procedures when the 
active prosecution of the com- 
plaints was attempted. 

Chesterfield was often cited at 
congressional hearings as the kind 
of cigaret advertising which the 
most critical FTC lawyer could ap- 
plaud. 


@ The first of the cigaret com- 
plaints were against Philip Morris 
and Camels, and were issued Aug. 
5, 1942. The Philip Morris com- 
plaint, still pending, dealt with the 
question of tobacco irritation and 
the use of medical testimonials. 
The Camels case resulted two 
years ago in an order forbidding 
R. J. Reynolds Tobacco Co. to 
claim that its cigarets contain less 
nicotine or are less irritating than 
others, or that Camels relieve fa- 
tigue. 

On Aug. 28, 1942, FTC issued 
complaints against Lucky Strikes 
and Pall Malls. Orders were issued 
in both cases. 

The Old Gold case started in 
March, 1943, and hinged on the 
claim that Old Golds contain less 
nicotine. 


® FTC ruled: “The nicotine content 


of the smoke of a cigaret is in di- 
rect proportion to the nicotine con- 
teni of the tobacco contained in 
the cigaret itself.” 

FTC continued with the state- 
ment, “The smoke from all leading 
brands of cigarets contains nicotine 
in essentially the same quantities 
and degree.” 

In its attack on Chesterfield to- 
day, FTC told the federal court it 


port the contention that tobacco 
cannot be used without irritating 
the throat tissues. 

/ 


Kaplan Named WONS S.M. 
Cy Kaplan, formerly a midwest- | 
ern sales executive for World 


Broadcasting System iInc., New 
York, has been appointed sales 
eae of Station WONS, Hart- 
ford, 


Seltzer Named WCCC Exec 
Everett Seltzer, formerly on the 
production staff of Station WONS, 
Hartford, has been appointed to 
the new post of merchandising 
manager of WCCC, Hartford. 


its first no-) 


Last Minute News Flashes Shoe Sales Rise 


_ Political Ad Splurges Useless: Dichter 


New York, Oct. 31—The millions of dollars being poured into all 
media by the politicos in behalf of the two presidental aspirants is a 
total waste of money as far as the “undecided” voter is concerned, ac- 
cording to Dr. Ernest Dichter, president of the Institute for Research 
in Mass Motivations Inc. A depth interview of 100 undecided voters 
“reveals conclusively that the typical independent ‘undecided’ voter 
dismisses in one full clean sweep all the carefully worded, high-pow- 
ered vocabulary poured out via radio, TV and newspapers.” This voter 
is influenced by “innuendoes, observations and contradictions in the 


behavior of the candidates” and is impressed by “what the candidate 


does and not what he says he will do,” according to the survey. 


Hershey Appears in Durkee ‘Life’ Spread 

Cuicaco, Oct. 31—A bleed spread by Durkee Famous Foods in the 
Nov. 2 Life for Durkee’s coconut and margarine also features Hershey’s 
semi-sweet chocolate dainties—probably the first time a large ad ever 
ran displaying a product of Hershey Chocolate Corp. But Hershey paid 
no part of the space cost; it is participating with Durkee only to the 


°P- extent of helping in preparation and supplying of merchandising ma- 
terials, and its sales force will combine with Durkee’s to promote the 


|“10-minute Wonder Fudge” advertised. Leo Burnett Co. placed the 


and Western Family. 


without active duties. 


|spread for Durkee. Color pages will also run this month in American 
Girl, Better Living, Everywoman’s, Family Circle, National 4-H News 


Stark to Direct McGraw International Publications 
New York, Oct. 31—Following the recent resignation of John Chap- 
man as v.p. of McGraw-Hill International Corp., a realignment of ex- 
ecutive responsibilities has been made. Col. Willard Chevalier and 
Eugene Warner continue as president and senior v.p. J. C. Stark, v.p., 
assumes direction of all international publications. Reporting to him 
are K. P. Bliss, v.p. in charge of advertising for all papers; W. Howe 
Sadler, manager of foreign language construction and engineering 
papers and the McGraw-Hill Digest; John F. Burke, manager of auto- 
motive and pharmaceutical papers; Russell Anderson, manager of 
World News, “American Letter,” Overseas Business Service's institu- 
tional advertising, and research. George Quisenberry, v.p. of the cor- 
poration, who has been ill for some time, continues in his position 


Cowan Names Boeger V. P.; Other Late News 
e William A. Boeger Jr., with Cowan & Dengler since 1950 as account 
executive on the Raytheon account, has been promoted to v.p. 


|e George P. Converse, formerly president of Sperti Products Inc. and 


| v.p. of Cooper-Hewitt Electric Co., has joined Tracy, Kent & Co., New 
| York agency, as director of public relations. 


e American Broadcasting Co. (Batten, Barton, Durstine & Osborn) 


stations. 


will spend $17,000 in a one-day advertising campaign for its election 
coverage Nov. 4 in newspapers in New York, Chicago, Detroit, Los 
Angeles and San Francisco, where it owns and operates AM and TV 


e Family Weekly Magazine, a full-color roto Sunday supplement, will 
bow March 1, according to William H. Marriott, publisher. Stockholder 
member papers will buy the supplement at $4.95 per thousand, The 
aim is to get 2,000,000 circulation among papers in areas “not covered 
by spill-over from urbam papers carrying This Week Magazine, Amer- 
ican Weekly, Parade or the First 3 Markets.” B&w page rates will be 
approximately $4.25 per 1,000 and color rates, $5 per 1,000 circulation. 


New York, Oct. 29—Advertising 
prospects for 1953 are excellent, if 
advertisers accept the challenge of 
the times, Arno H. Johnson, v.p. 
and research director of J. Walter 
Thompson Co., told members of 
the Dotted Line Club, salesmen’s 
affiliate of Associated Business 
Publications, today. 

“Advertising faces a major job 
in 1953,” Mr. Johnson said, “that 
of selling a higher standard of liv- 
ing in the United States during a 
period when government expendi- 
tures for defense are expected to 
pass their peak and start to de- 
cline with resultant fears of de- 
pression and unemployment. 
| “Advertising plans should be re- 
examined now,” Mr. Johnson said, 
“in preparation for this period of 
transition from high to declining 
government spending for defense 


| has ample expert testimony to sup- | ™ 


® “It is time,” he said, “for careful 
| analysis of fundamental facts on 
| productivity and purchasing pow- 
er, and then for courageous action 
in pressing hard on the oppor- 
| tunities that exist. 

“It is time,” he emphasized, “for 
expansion of advertising and sell- 
ing pressure by at least 10%, 
since 10% greater sales to con- 
sumers will be needed when de- 
fense slackens off.” 

Mr. Johnson developed this 
theme, frequently made in the past 
(AA, May 12), that an increase of 
only 10% in civilian living stand- 


Johnson said. 


Johnson Says Admen Will Have the Job 
of Selling a Higher Living Standard 


ards could offset a drop of over 
$20 billion in government defense 
spending, which, he said, he be- 
lieves is likely to take place late 
in 1953 or 1954. 

“The economic conditions facing 
us now,” he said, “present a great- 
er opportunity and challenge to 
advertising; an opportunity to 
prove its function as a_ positive 
economic and social force. 


® “Advertising and selling are 
needed as never before to build 
markets that can absorb our pro- 
duction and provide employment 
when defense slows down,” Mr. 
“We do not have 
now the huge backlog of deferred 
demands that helped us over the 
transition period after World War | 
II. We must create new demands. 

“Our economy is based largely 
on created human wants rather 
than ‘needs’ or necessities,” he 
pointed out. “Our people work and 


in ‘52, but Price 
Cut Blocks Profit 


Ad Budgets to Remain 
Stable in ‘53; Plan First 
Coordinated Campaign 


Cuicaco, Oct. 30—The shoe in- 
dustry is looking forward to what 
it expects will be a pretty good 
spring season, saleswise. Based on 
this premise, buying by retailers 
at the 18th National Shoe Fair here 
this week generally was reported 
good. 

Other factors affecting the buy- 
ing are many instances of sub- 
normal inventories, good liquid 
cash position of many retailers and 
their apparent confidence in the 
spring outlook. 

Comments by some leading man- 
ufacturers indicated that if sales 
should increase, advertising will 
too. Several said their advertising 
budgets for 1953 will be hiked 
some 10% to 15%. 


@ However, neither sales nor ad- 
vertising are expected to increase 
spectacularly. Production of shoes 
so far this year is some 5.4% high» 
er than the same period last y 
and probably will top 500,000, 
pairs, William Sheskey, economist, 
told the National Shoe Manufa¢- 
turers Assn. i 

Because of a 15% price decreas@, 
Mr. Sheskey said dollar volume 
this year is equal to 1951 but th 
the number of pairs sold is rut 
ning well ahead of last year. : 

Several manufacturers said th 
intend to hold their present pri 
lines but that if leather continues 
at its present level they might ha 
to increase them some time ne 
year. Profit margins, it was sai 
are becoming “dangerously” sma 
because of rising costs. 


@ The fair, which is sponsor 
jointly by the manufacturers an 
the National Shoe Retailers Assn 
was geared this year to “The Ne 
in Shoes,” the promotional them 
for next spring’s sales drive. A 
present were urged to feature thi 
theme in their advertising for wha 
is said to be the first coordinat 
industry-wide seasonal opening 
March 1. 

Emphasis also was placed this 
year on the proper tying in of shoes 
with other apparel fashions. A 
special display called “Fashion- 
Vues” depicted examples of how 
shoes should be featured with new 
fashions next spring. Nearly 150,- 
000 new spring styles were shown 
to the more than 12,000 attending 
the fair. 

Charles H. Butler, sales and ad- 
vertising manager of United States 
Shoe Corp., Cincinnati, and Al 
Johnson, advertising manager of 
International Shoe Co., St. Louis, 
said ad increases are planned by 
their firms for 1953. 

Mr. Butier said his firm, which 
makes the Red Cross line, is con- 
templating a 10% to 12% hike in 
advertising. Mr. Johnson said In- 
ternational, largest shoe concern 
in the U. S., is planning up to a 
15% increase. 


Elects Colby Chester 


earn not just barely to live, but to 
live better in accordance with their | 
own ideals of what they want in 
relation to what their earnings can 
afford. 

“The demand must be created 
for the goods and services we can 
produce,” he declared, “and we 
must insist on a recognition by 
government that these opportuni- 
ties for a peacetime prosperity 
and an advancing standard of liyv- 
ing, not dependent on government 
spending, are real and within our 
grasp.” 


Colby M. Chester, honorary 
chairman of General Foods Corp., 
and chairman of Manning, Max- 
well & Moore, has been elected 
chairman of the executive and 
finance committee of Lehigh Val- 
ley Railroad Co. He succeeds the 
late Thomas H. McInnerney, who 
was honorary board chairman of 
National Dairy Products Corp. Mr. 
Chester is senior director of the 
railroad in point of service. He 
was elected president of General 
Foods in 1929, became board 
chairman in 1935, chairman of its 
executive committee in 1943 and 
honorary chairman in 1946. 
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Jones Summation 


See a 


Manhattan, and that an agreement! without Mr. Burke of Manhattan, 
among defendants was reached at) who provided the bait, Mr. Pollack 
that time. He said that Mr. Jones | said. The joint brains in the plan- 


was unaware that Mr. Burke and ning were those of Mr. Burke and 


‘f (Continued from Page 2) 

Neil Cullom had defended Frank 
G. Burke Jr., Manhattan Soap Co., 
and “threw the nine overboard.” 


® Then Mr. Pollack turned to the 
conspiracy, which he said began 


Manhattan Soap Co. were involved | 
in the operation until July 18. 

He charged that Mr. Burke made 
it possible for Mr. Jones to be put 
out of business by dangling his 
account as bait in front of the nine 
defendants. He called attention to 


Mr. Scheideler. 


® Along the path, Mr. 
| flicked several of the defendants | 
was the “personnel raider”; 
Frankenberry was the ‘ 


with a barbed tongue: Mr. Stevens | 
Mr. | 
‘shy bom- | 


Pollack pan, 


June 28, with a meeting called by Mr. Burke's use of the phrase,| bardier”; Mr. Genthner was “the 

ee Joseph Scheideler. At that meet- “the boys,” referring to the defend-| man who goes to the Stork Club) 

‘ ing, Mr. Pollack charged, Mr. ants, and to his admission that to drink ginger ale”; Mr. Hayes! 

y Scheideler told the group he had he sought an amicable solution so was a “cog in a dirty business”; | 
os made a move, had discussed it with Manhattan would not be forced to Mr. Hulshizer was “the under- 
Pa train other advertising employes cover man, left at Duane Jones | 
at SSFSSTSCNE — =: in the soap business. Co....the lookout”; Mr. Burke’s| 


interest was compared to that of 


from all Newspapers 


s The attorney then turned to the 
question of the resignations sub- 
mitted by the defendants. He noted 


PRESS 


that the resignations were for of- 


C Li P P I N G S fices and titles only, that the men 


submitting them stayed on as em- 
ployes. “That is proof of crooked 
operation,” he charged. 

He said the defendants had the 
| “brass” to say they didn’t know of 
other resignations. He noted that 
Mr. Stevens, whom he called the 


and Magazines 


a “fence.” “This is a pretty bunch,” 
he said, taking in all the defend- 
ants. 

“They say the business was go- 
ing down,” he said. “That’s no 
license to loot.” The nine defend- 
ants, he charged, are asking the 
jury to “let them keep the loot.” 

They are, he said, running from 
accountability. 


Hitchcock to Penn Electrical 
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National Nielsen-Ratings of Top TV Shows 
Two Weeks Ending Sept. 27, 1952 
All figures copyright by A. C. Nielsen Co. 


Total ei es 


Program Popularity* 


Beck & Werner,” 


BURRELLE'S PRESS CLIPPING BUREAU ficers were filed. 


as 165 Church $t., New York 7, N. Y. 
a worked out, 
if it’s printed, 


Burrelle's will clip it }) July 1.” 


“personnel raider for Scheideler, 
left the employ of 
Duane Jones Co. on Aug. 7, 
day when the resignations as of- 


“This thing was all planned and 
” he said. 
spiracy was in full bloom before 


It could never have been done 


James W. Hitchcock, assistant 
sales manager of the television- 
radio division of Westinghouse 
Electric Corp., Sunbury, Pa., has 
been appointed manager in charge 
of radio, television and electrical 
housewares for Penn Electrical 
Engineering Co., Scranton, Pa. The 
company distributes Westinghouse 
products throughout a large area 
of northeastern Pennsylvania. 


the 


“The con- 


EUGENE HEIFFEL, Vice-President 
G. M. BASFORD COMPANY 


Advertising and Marketing 
New York 17, N. Y. 


Have you ever diligently studied an issue 
of Advertising Age far, far from the 
Me. “madding crowd,” said “madding crowd” 
being your fellow busy bees and eager 
% beavers in your hurrying, scurrying, 
worrying “ad factory”? 


He studies AA in 
the quiet comfort 
of his home 


others might find it in its mutilated 
condition. 
“Every issue of your remarkable 
publication contains so much mate- 
rial, so useful to a creative man’s refer- 
ence file, that I hesitate to be specific for 
fear of omitting a feature I enjoy regu- 
larly in my personal copy of Ad Age, 
which reaches me far, far from the mad- 
ding crowd.” 
Need we say more when Mr. Heiffel 


( ) Homes 
1 I Love Lucy (Philip aents, C8S) . 12,195 Rank (%) 
2 Colgate Comedy Hour (NBC) 11,010 li —_ Lucy Phin , ees) . 66.0 
3 Pabst Bouts (ras) pacesnanin dae 9,268 2 Co Comedy Hour (NBC) .....63.6 
4 Nixon Speech (NBC) 9,136 | 3 Godfrey's Talent Scouts (Lever- 
5 Godfrey & Friends (Liggett & ORO, GU ccsccccecccecsccs 59.6 
SEE divndences amend oatd 9.099 4 Texaco Star Theater (NBC) ....... 59.1 
6 Oragnet (Liggett & Myers, NBC) .. 8,986 5 Life With Luigi (Gaines, CBS) ....56.7 
7 Texaco Star Theater (NBC) 8.931 6 Dragnet (Liggett & Myers. » ..52.5 
8 Godfrey & Friends (Toni Ce. CBS) 8,332 7 Godfrey & Friends (Liggett & 
9 Godfrey & Friends (Pill Se rrr 52.3 
Mills, CBS) . 8,186 8 Pabst Bouts (CBS) . 517 
10 All Star Revue (Several Sponsors, segues (Liggett & Myers, 
MED. scccobdsaae . 8,153 NBC) ea hedtedti- ee 49.1 
N.xon Speech (NBC) 48g 
Per cent of homes reached in area where program was telecast. 
LJ 
Network Gross Time Charges 
Source: Publishers Information Bureau 
NETWORK RADIO 
dan.-Sept. Jan.-Sept 
Sept. 1952 t. 1952 1951 
American Broadcasting Co. ...... .$ 2,533,785 $ 2,165,971 $ 26,302,019 $ 24,029,153 
Columbia Broadcasting System ... 4,847,138 4,645,527 41,739,803 52,633, 
Mutual Broadcasting System .... . 607,107 1,324,061 14,534,122 12,861,185 
National es er 3,898,867 3,713,235 34,299,840 1,250, 
eee rr $12,886,897 $11,848,794 $116,875, 784 $130,774,290 
NETWORK TELEVISION 
American Broadcasting Co. ......$ 1,203,917 $ 1,622,482 $ 14,031, r=-4 $ 12,979,096 
Columbia Broadcasting System ... 5,835,622 4,159,213 * 7 28,397,751 
DuMont Television Network .. 869,475 738,578 fa 5,207,574 
National Broadcasting Co. ........ 6,581,618 5,405,243 5) cits 762 38,982,583 
WEED wucecisésvececucwnecd $14,430,632 $11,925,516 $126,098,334 $ 85,385,004 
NETWORK RADIO TOTALS BY MONTHS 
A mss NBC Total 
301, $ 1,699,282 $ 4,357,353 14,519,511 
177, 1,600,399 3,994,018 13,560, 
355, 1,826,527 4,184,074 14,520,393 
3,244,1 1,681,924 4,078,593 13,948,063 
323, 963, 1,821,571 3,861,882 13,970,339 
june 001, 4,629,254 1,632, 3,708,014 12,971,559 
duly 2,082, 3,257,331* 1,339,276 2,878,196 9.557.469" 
August 2,281,852 3,994,905* 1,325,059 3,338,843 10,940,659* 
September 2,533,785 4,847,138 1,607,107 3,898,867 12,886,897 
Total .......$26,302,019 $41,739,803 $14,534,122 $34,299,840 $116,875,784 
NETWORK TELEVISION TOTALS BY oo 
ay? oat 3 Or 148 $7, 259, S07 ison 559 
January ..... 2,020,461 $ 5,074,64 . 071, 
Fenrunry . 2 2,148,467 5,103, 544 6,813,549 14,813,603 
March 2,065,052 5,643,123 760,593 7,320,358 15,789,126 
April 1,699,760 5,641,831 738,926 6,946,751 15,027,268 
May 1,504,043 602.6. 775,063 6,822,982 14,704,722 
GP wc Kkeeee 1,279,985 5,385,820 749,497 5,794,534 3,209,836 
July ... 943,387 4,163,245 3,415 4,555,020 10,315,067 
August ..... 1,166,16' 5,105,929 845,780 S 618, oJ 736,521 
September 1,203,917 5,835,622 809,475 6,581,618 14,430,632 
"$14, 031,241 $47,555,890 $ 6,798,441 $57. 712,762 $126,098,334 


*Revised as of Oct. 22, 1592. 
NOTE: Cumulative totals for all networks except Mutual do not include July national political 


convention coverage, 
Westinghouse Electric Corp. (CBS and DuMont). 


sponsored on radio and TV by Admiral Corp. (ABC), Philco Corp (NBC) and 


Taylor Leaves Alcoa 

Joseph G. Taylor, who founded 
“Alcoa News” in 1930 and has edit- 
ed it ever since, has retired from 
Aluminum Co. of America after 
39 years of service. Samuel R. 
Addis, his assistant for the past 
two years, succeeds him. 


Koenig Joins KECA-TV 


Edward L. Koenig, formerly an 
account executive of Batten, Bar- 
ton, Durstine & Osborn, Los An- 


geles, has been appointed account 
executive for KECA-TV, Los An- 
geles. 


PHOTO-REPORTS 

ON PRODUCT APPLICATIONS 
Nationwide organization of 500 capable 
Photo-Reporters provides effective way to 
obtain on-location photos, case histories, 
stories and releases. 

For more information write or phone 

SICKLES PHOTO-REPORTING SERVICE 

38 Pork Place, Newark 2, N. J. 


WANTED - DISPLAY SALESMAN 
FOR CHICAGO 


WHO WE ARE 


Most admen in the agency business 
say it just can’t be done. They see eye to 


has summed it up so well? Why don’t 
you try studying AA at home and clip- 


vat eye with Eugene Heiffel, who sums it up ping its creative material for a permanent 
this way: file. Mail us NOW the order coupon be- 

“I find reading ADVERTISING AGE low for a personal subscription to be sent 

‘ in the quiet comfort of my home brings to your home address. With it we will 

=I the passing parade of advertising into send you, FREE, a copy of Whitt Schultz’s 
ee sharper focus for me. new booklet, “Mail Order and Direct 


“When I finish studying and clipping 
my personal copy of AA it would be posi- 
tively cruel to leave it at the office where 


— 
FREE ~ > 


with your | ane Order 
home Direct Mail Clinic 
subscription bn Pa 


Mail Clinic”, containing thirty-nine of his 
helpful articles that appear regularly <n 
Advertising Age. 


ADVERTISING AGE 

Dept. N3, 200 E. Illinois St., Chicago 11, Illinois 

Please enter my 1-year subscription to Adv ertising Age and 
mail it to my home address. I am to receive FREE a copy of 
“Mail Order and Direct Mail Clinic”. 


My name scanieeeaienae aoe 
es - — 

0 Home t 

() Company g Stree — ; ’ : 
a ahdinnaian 


© Bill my firm. 


City dak Oh eadend estate. 


We are the largest creative lithographers and manufacturer 
of store and window display in the world, headquartered in 
New York (this is tantamount to giving you our name). Our cus- 
tomers represent a cross section of Who's Who in Big Business. 
Ninety percent of our business is creative. 

Our creative department is staffed by specialists who know 
that the function of point-of-sale display is to move merchandise, 
regardless of the medium of the display: paper, cardboard, 
plastics, wood, metal, glass. They're particularly sharp in creating 
light and motion displays, floor stands, jumble baskets. 


WHO WE WANT 

Our want is simple, but exacting! We want an experienced win- 
dow and store display salesman who can demonstrate that he 
belongs with us. He will prove to be a man of character and 
integrity as well as ability and bition. Ambition, that is, for 
greater responsibilities and far greater earnings. 


WHAT WE OFFER 

We offer the man who meets our requirements a rich Chicago 
market for his own. We offer him also the full time services of 
his own creative art director and staff on the scene, always at 
his elbow in Chicago. His compensation will be a drawing account 
against commissions. Our Chicago office is of ample space and 
the surroundings are pleasant. 


IN BRIEF 


If you are the man we want, write quickly and fully for an early 
interview. Needless to say our people all know of this invitation. 


Address: BOX 294 
ADVERTISING AGE 
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Media Buyers Balk 
at Merging Radio 
with Other Media 


New York, Oct. 28—Some reor- 
ganization of media buying depart- 
ments in advertising agencies is 
necessary, but not to the degree 
that is being practiced in some of 
the very largest agencies. 

This was the view expressed at 
the 10th anniversary meeting of 
the Media Buyers Assn. of New 
York (formerly Media Men’s 
Assn.), which discussed the trend 
on the part of agencies to absorb 
radio time buying operations into 
other media buying departments. 

The group agreed that some re- 
organization is needed in order to 
have closer liaison between radio 
and print buyers, for the best in- 
terests of the client, among other 


reasons. But when agencies force SPACE & TIME—Here, celebrating the 10th anniversary of the 
Media Buyers Assn. of New York, are seven former presidents 
who watch Murray Thomas, Anderson & Cairns and present prexy, 
cut the coke. Left to right: David J. Wasko, Donahue & Coe; 


one media buyer to handle all me- 


SOMEBODY'S SECRETARY 


FROM THE BOSS RAVES NATCH ' COMICS ‘Y 
THIS SALES-PROMOTIONAL | ARE TOPS FOR 


COMIC BOOK MUST READERSHIP. 
HAVE MORE PULL IN ) ANO THIS BOOK WAS 
THE RIGHT PLACES PRODUCED FOR US BY 


MALL ASSOCIATES -- 


THAN A TWO-WAY 
STRETCH 


Fe full information and free sample 
booklets, i 


write to the leading pro- 
ducers of special-purpose comics: 


HALL ASSOCIATES 


17 East 42nd at Madison, New York 17 
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dia, in some instances including 
those with which he has had no 
previous experience, the time buy- 
er’s creative usefulness is lessened. 

It is a good idea to bring radio 


| time buying closer to other media 


buying operations, it was felt, but 
agencies should not allow the func- 
tion of the radio buyer to be 
swallowed up in the process, the 
meeting concluded. 


Endorsements Opens Office 

Endorsements Inc., with main 
offices in New York, has opened 
a Chicago office at 664 N. Michi- 
gan Ave. The company secures en- 
dorsements from prominent people 
for advertisements. 


Names Central Advertising 
Hale Hall Engineering Co., mak- 

er of Mile-O-Meter, has named 

Central Advertising Service, Bos- 


CRESMER & ' 


National Re presentatives b 


METROPOLITAN 
OAKLAND AREA 


(Alameda and Contra Costa Counties) 


IN CALIFORNIA 
WITH 457,658 MOTOR VEHICLE 
REGISTRATIONS IN 1951 


OAKLAND TRIBUNE 


IN NORTHERN CALIFORNIA 
IN 1951 AUTOMOTIVE 
ADVERTISING LINAGE 


Greatest Home Delivered Circulation 
in Northern California since 1939 


cluding 


ton, to direct its advertising. 


« 


sunday Magazine 


Anthony De Pierro, 


Newman McEvoy, Cunningham & Walsh; Eugene Cogan, Mar- 
schalk & Pratt; Jock Flanagan, McCann-Erickson; Mr. Thomas; 


Lennen & Newell; Dan Gordon, Ruthrauff & 


Ryan, and Joe Burlan, Lambert & Feasley. 


Those Partch Ads Pull for Angostura 


New York, Oct. 29—Small space 
cartoon advertisements are paying 
off in greater sales volume for 

|Angostura-Wuppermann Corp., 
manufacturer of Angostura aro- 
matic bitters. 


Despite the fact that legal liquor | 


sales are off, sales of the bitters 
were up 11% for the year ending 
Aug. 31. In the past, Angostura 
! sales volume has had a direct re- 
|latien to liquor consumption fig- 
ures. 

{ Arthur B. LaFar, company 
| president, attributed the sales in- 
crease to the promotion aimed di- 
rectly at the consumer. A series of 
cartoon ads, drawn by Virgil 


Partch, has been running consist- 
ently in Esquire, The New Yorker 
and True. The selling story is told 
briefly, usually in the cartoon cap- 
tion, which always carries the 
| brand name. 

During the past year the small- 
jer, 2-ounce consumer-size bottle 
jhas gained buyers’ favor in in- 
creasing volume. Mr. LaFar said 
this shows the product is being 
{used extensively in the home, as 
jan ingredient in food as well as 
| drinks. A campaign is being di- 
}rected toward women to gain 
greater acceptance of Angostura 
as an all-round “liquid spice” in 
all types of recipes. 


5,496,000 ‘53 Car 
Buyers Anticipated 
by Crowell-Collier 


New York, Oct. 30—There will 
be 5,496,000 prospects for new cars 
in 1953, according to the 16th an- 
nual Crowell-Collier Automotive 
Survey released today. 

The survey, conducted by the 
publisher of American Magazine, 
Collier’s and Woman’s Home Com- 
| panion, also shows that there are 
| 2,015,000 prospects for new cars 
| during the last half of 1952. 

“While demand has been soft- 
| ened by inflation and higher taxes, 
the survey shows that industry is 
back on a more competitive basis,” 
| Ray Robinson, research director of 
|Crowell-Collier Publishing Co., 
said. 


miles. 

From findings of the survey, 
Crowell-Collier estimates that as of 
July 1, 1952, there were 34,075,000 
car-owning homes in the U.S., 
owning a total of 38,062,000 cars. 

Among prospects for new cars, 
47% 
chase through savings, 29% by 
means of a bank loan, 17% through 
auto finance companies, 4% by 
other means, and 3% are uncertain 
about their financing plans. 

Among the prospects for used 
cars, 26% plan to purchase from 
savings, 33% by bank loans, 34% 
through auto finance companies, 
5% by other means, and 2% are 
undecided. 

Of all those who bought cars, 
68% traded in another car. 
new car buyers, 75% traded in an- 


other car, while 61% of used car) 


| buyers made trade-ins. 


Highlights of the survey include: | 


8 Car ownership by income groups 
| Tanges from 91% among families 
| with total annual incomes of $5,- 
| 000-$7,500 down to 40% among 
| families with incomes under $2,- 
| 000. 

Ownership is highest in the 
West, where 86% of families own 
cars, and lowest in the East, where 
| 64% are car owners. Ownership is 
81% in central states and 73% in 
southern states. 

Eleven per cent of car-owning 
homes own more than one Car; 
10.6% own two; four-tenths of 1% 
own three, and one-tenth of 1% 
own four or more. 

Of total U.S. homes, 34% own 
new cars only, 38% own used cars 
only, 2% ewn new and used, and 
26% own none. 


Homes with family incomes of 
$5,000 or more, representing 22% | 


of U.S. tetal, own 42% of the cars 
which were bought new and 16% 
|of the cars which were bought 
| used. 


@ Average total mileage on regis-| 


tered speedometers of cars now 
j}owned is 33,412 miles. Average 
| mileage driven by cars owned dur- 


ling the entire year 1951 was 9,714 


| Center Heads Motorola PR; 
Parker Promotes Holznecht 
Allen H. Center, formerly public 
relations director of Parker Pen 
Co., Janesville, Wis., has been ap- 
pointed p.r. director for Motorola 
Inc., Chicago, Mr. Center, co- 


author of a new book, “Effective 
Public Relations,” is currently a 
director and Ist v.p. of the Wiscon- 


Allen H. Center 


sin chapter, Public Relations Soci- 
ety of America. 

Promoted to Mr. Center’s post 
|for the Parker company will be 
Richard W. Holznecht, formerly 


Parker sales promotion assistant. | 


Mr. Holznecht’s duties will include 
supervision of house organs and 
direction of the public information 
service. Before joining Parker, he 
was an advertising copywriter for 


expect to finance the pur-| 


Of 


Richard Holznecht 


Testerday’s {igures 
are out of date for ° 


judging Todays 
National Geographi 
Magazine 


Post-war shifts in population” 
... Swifter and cheaper means! 
of transportation ... these and 
other changing aspects of life: 
in America have combined to 
create peak interest in the 
world in which we live. And no 
magazine covers this world- 
wide living story more color- 
fully and authentically than 
the National Geographic. So we 
say, use today’s facts to meas- 
ure the influence and vitality of 
today’s National Geographic. 


Such as, the more than two 
million active-minded families 


who read and own The National” 


Geographic ...a voluntary 
circulation gain of 66% 
since 19145! 

| Such as, the 84,000 letters 
from readers recently received 


in a single day, an all-time high! 


Such as, the growing volume 
of “dollar return’ advertisers 
who regularly appear in the 
magazine. These advertisers 
rate The National Geographic 
among the mest important of 
their top-grade producers. 


America’s most 


aCtive minds 


we 

The NATIONAL 

GEOGRAPHIC 
MAGAZINE 


| Abbott Laboratories, pharmaceuti- 


cal manufacturer. 


Member Audit Bureey of Circulation 


br 
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The Saturday Evening 


This month and every month, the 
Post offers a merchandising program 
unmatched by any other magazine! 


WEEK OF NOVEMBER 3 
3rd Annual “POST Recognized Values” promotion runs Nov. 6 
through Nov. 22 in all 51 stores of the Gallaher Drug Chain 
in Ohio. 
500 leading men's wear stores from coast to coast receive 
copies of semi-monthly POST Item Promotion Service. 
9000 automotive jobbers, manufacturers, their agencies and 
salesmen get POST Key Line Directory and POST selling slants. 
POST retail field force makes personal calls on leading retailers 
each week. 


1000 “POST Recognized Values’ promotion kits mailed to 
independent druggists all over the country ...and to the many 
druggists who have made special requests for kits to use in 
repeat performances. 

Weekly POST Item Promotion Service is sent to leading depart- 
ment stores all over the country. 


WEEK OF NOVEMBER 10 


Leading credit and regular jewelry stores receive Christmas 
promotion kit covering jewelry, silverware, watches, watch 


bands, diamonds, small leather goods, fountain pens, accessories. 


1000 electrical distributors receive their copies of the semi- 
monthly POST Key Line Club News. 


iets Merchandising 


Calendar for cVovember 


Personal calls on leading retailers are made each week by the 
POST Retail Field Force. 


All leading department stores receive copies of weekly POST 
Item Promotion Service. 


POST Hardware News received by 500 hardware wholesalers. 


WEEK OF NOVEMBER 17 
Oil Industry TBA Convention in St. Louis, Nov. 17-18, special 
POST “Roll Call of Old Cars” promotion. 
9000 automotive jobbers, manufacturers, their agencies and 
salesmen get POST Key Line Directory and POST selling slants. 
POST Item Promotion Service goes to 500 leading men’s wear 
stores. 


POST Retail Field Force makes personal calls on leading retail- 
ers each week. 


All leading department stores receive their copies of the weekly 
POST Item Promotion Service. 


WEEK OF NOVEMBER 24 


1000 electrical distributors receive their copies of the semi- 
monthly POST Key Line Ciub News. 

500 hardware wholesalers get semi-monthly POST Hardware 
News. 


Weekly POST Item Promotion Service is mailed to all leading 
department stores from coast to coast. 


Personal calls on leading retailers are made each week by the 
POST Retail Field Force. 
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